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Notice

This report was prepared lriydustrial Economics, Inc. (IEd) the course operforming work

contracted for and sponsored by the New York State Energy Research and Development Authority
(hereafteiNYSERDAE). The opinions expressed in this report do not necessarily reflect those of
NYSERDA or the State of New York, and referenceny specific product, service, process, or

method does not constitute an implied or expressed recommendation or endorsement of it. Further,
NYSERDA, the State of New York, and the contractor make no warranties or representations,
expressed or implied, &s the fitness for particular purpose or merchantability of any product,
apparatus, or service, or the usefulness, completeness, or accuracy of any processes, methods, or other
information contained, described, disclosed, or referred to in this rep0cBERDA, the State of

New York, and the contractor make no representation that the use of any product, apparatus, process,
method, or other information will not infringe privately owned rights and will assume no liability for

any loss, injury, or damage rdiing from, or occurring in connection with, the use of information
contained, described, disclosed, or referred to in this report.

NYSERDA makes every effort to provide accurate information about copyright owners and related
matters in the reports we didh. Contractors are responsible for determining and satisfying

copyright or other use restrictions regarding the content of reports that they write, in compliance with
NYSERDAQ policies and federal law. If you are the copyright owner and believe a NYSER

report has not properly attributed your work to you or has used it without permission, please email
print@nyserda.ny.gov

Information contained in this document, such as web page addresses, are currg¢imatahe
publication.
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1 Introduction

The New York State Energy Research and Development Authority (NYSERDA) has contracted with
IndustrialEconomics, Inc. (IEchereafter Market Evaluation Teato review and evaluate the Community
Energy Engagement Program (CEEP). This evaluation includes a market characterization and process
evaluation andawill inform possible improvement® anew communig-based outreacand engagement
initiative where funding will be disbursed. The first goal of this effort is to understand the sucedses
barriers in program implementation and evaluate the market impacts of the program in the context of those
successeand barriers. The second goal is to identify lessons learned: findings from theeG@&l&&tion

will help NYSERDA consider possible improvements for the next iteration of the program, which will be
broader in scope and investment. The next round of NYS3ERDgram investment aims to build GEEP

and other previousoutreach initiativesand will include community campaigns to increase clean energy
adoption rates, especially disadvantagedommunitiegDACS).

1.1 Program Descriptioni CEEP

CEEPfocuses on connecting customers to clean energy services and assistdmaeEmPowerNew
York or Assisted Home Performance with ENERGY STARor the CEER NYSERDA contracts with
communitybased and locallpased organizations (CBGmd LBOS) to connectwith residents, small
businesses, and mufamily building owners in the state and support them in applying for assistance with
and executingclean energy or energy efficiency projects on their properties. NYSERiIDAs the CEEP
program with tle 10 economicdevelopmentegionsin New York Stag¢ and deploy®ne CBO/LBO to
facilitate community outreach and provide customer support in eaahomicregion (10 CBO/LBOs
total).! NYSERDA customersassisted by Community Energy Adviseesmige from margt-rate(MR) and
low-to-moderate incomd_(MI) singlefamily property owners to tenants, and from mtdtnily property
owners to small commercial busines$&3BOs/LBOs employ Community Energy Advisors (CEAS),
individuals who perform outreach itheir communitiesto introduce the energy efficiepgrograms
available through NYSERDAutilities and other agencige potential customers and support applicants
in identifying appropriate opportunitiesiavigatingprogramapplication processesyd implemening
energy efficiency projectsn this way, CEEP does not providiean energy servicehlrectly, but positions
CEAs within each economic region asupport orresource focustomers seeking clean enesgyvices or
assistance.

Typical CEA outreach involvesonnecting with potential customers mtblic venues suchsf ar mer ' s
markets, food pantriegr communityfairs; tabling atcommunityeventsfocused on homeownershgy
environmental stewardshipr presentig at partner veresor other sponsored even@EAs alscestablish
working relationships with partner organizations to effectively recruit custotinersgh crosseferrab
and(wherepossiblg leverage nofiNYSERDA investment towariinplementatiorof clean energy projects

lIEconomic regions are depicted on NYSERDA's Community Energy
https://www.nyserda.ny.gov/Contractors/Faontractor/CommunitEnergyResoure

2 NYSERDA programs are listed on the All Programs paties.//www.nyserda.ny.gov/APrograms

3 Long Island is the exception to CBO/LBO activitiasother regionsBecause Long Island residenis not pay the same

NYSERDA system benefits charge that residents in other econo
utility partners (e.g., PSEG, National Grid).

4 CEAs also work with nonergy partner organizations, e.g., localsing authorities or departments of social services.
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for customersGenerally, the CEAwill collect
customer contact information during the initial Different NYSERDA programs are designed with different
outreach and follow up afteard to share customer populat_ions in mind. For example, _EmPower New
information about NYSERDAclean energy /110 2o [ P T ST
programs for which the customer may be mulifamily Performance Program is designed for multifamily
eligible, e.g., EmPower New York, The building owners, and Green Jobs Green New York Energy
Assisted Home Performance with _ENERGY S:gﬁ;ss Program is designed for small businesses or non
STAR® program (AHPWES) Residential

Energy Audit Program, Clean Heating and
Cooling Communities, Solar for AINY-Sun,
Green Jobs Green New York (GJGNY) Energy Study PrograchtheMultifamily Performance Program

If a customer is interested éaligible for participation irone or morédNYSERDA clean energy programs,

they can receive applicati@ssistancé&rom the CEA. Finally, the CEA enters customer lead (i.e., contact
information), application status dategst shar§nonNYSERDA investment)r financing information

(dollar amountdy provider)and® d es crri pttédésoni"nt o NYSERD#®rcente8@l esf or c
the NYSERDA back endhe customer information nde used for additional outreach (as with GJGNsY

Energy Study Progranay for CEEPreporting (e.g., customers engaged, projects implemeapgaications

submitted).

1.2  Summary of Evaluation Objectives and Methods

Oneo f N Y S E &tdarizing principles fothis process evaluation and market characterization is to
identify immediate opportunitier program improvemenbrganized around thrasbjectives Table 1).
This evaluationhighlights actionable feedbactlignedbased ora synthesis oprimary data collection
effortsthat include: 11in-depth interviews with CEAghreeCEA follow-up interviews focused csmall
commercialcustomerge.g.,small businesses, ngofits, and multfamily building owners)20“ k ey ”
partner organization&KPOs, response rate of 66.7 percesection4.3) who engage closely with CEAs to
meet customer needalso includedn primary data collection aran online survey af02“ ot her ”
organizationsvho may not work as closely witiEAs as KPOsdo (response ratef 17.4 percent but
nevertheless provide other types of support (e.g., waueutreach)anda telephondasedsurveyof 206
CEEP customerdeads from the CEEP Opportunities dataset who may or may not have been assisted by a
CEA, response rate d@.2 percent® The market evaluatioalsofocuses on the analysis BYSERDA
program data (entered into Salesforce by CEAs)@tedviewswith NYSERDA staff for key programs

partn

Table 1. Evaluation objectives, purpose, and methods used for assessment.

OBJECTIVE PURPOSE METHOD
_ _ 1 Espablnsh program background and 1 Interview CEAs

Determine effectiveness of regional context 1 Interview KPOs
CEEP Contractor outreach 1 Identify outreach activities

: . . 1 Survey CEEP customers
(section 2.1) 1 Ensure program is reaching targeted 1 Analyze CEEP Opportunities data

customer populations Y PP

Monitor clean energy 1 Identify community partnerships 1 Interview CEAS
relationships built within 1 Document the type and scope of 1 Interview KPOs
the community coordination between CEAs and their fSurvey fAOtherodo Partr
(section 2.2) partners 1 Survey CEEP customers

5 GJGNY refers to legislation requiring NYSERDA to provide New Yorkers with access to energy assessments, installation
services, low interest financing, and pathways to training for various-go#@ncareersThe Market Evaluation Teanefeis

herein to the GJGNY Energy Study Program specifically, which is a small piece of the larger collection of programs under the
GJGNY heading.

8 Numbers listed refer to the quantity of successful respondentsienntitmber of potential customers or organizations asked to
participate in a given survey. For example, 206 CEEP customers successfully completed the phone survey.




1 Identify wider program reach and areas of  § Analyze CEEP Opportunities data
possible improvement
1 Identify barriers to participation and areas

. of possible improvement T Interv!ew CEAs
Procgss Evaluation 1 Determine level of customer satisfaction T Interview KPOs
(section 2.3) with outreach 1 Analyze CEEP Opportunities data
1 Evaluate process effectiveness T Survey CEEP customers
1 Interview CEAs
1 Interview KPOs
Added: Additional 1 Characterize regional and small 1 Interview GJGNY Energy Study Program
Outreach and Engagement commercial outreach and engagement Staff _
(section 2.4) efforts _ 1 Interview GJGNY Energy Study Program
1 Reflect on overall CEA effectiveness outreach contractor
1 Analyze CEEP Opportunities data
1 Survey CEEP customers

This reportincludesthreeadditional sectionss follows:

1

Section2: Resultsand Findings ¢ this sectioroutlinesthe results from interviews, web
surveys, phone surveys, and program data analgdiss eganized by evaluation question.
Section3: Recommendations; This section fghlights lessons learned and
recommendations for NYSERDwith respect to théuture of CEEP.

Section4: Methods ¢ This sedion discusses data collection strategies, sample sizes, and
analysis.




2 AssessmenResults

Outcomedrom the market characterization and process evaluat®outlined in this sectiofgcusing on

the evaluation questions outlinedTable 2 below, and documented furthier Appendix A. Thesection
includesresultsrelated to outreach and engagement relating to questions about: regional engagement and
small commerciabutreach, specificall{Section 2.4).

The section includes findinder the three main evaluati@bjectives effectiveness o€EA outreach,

clean energy relationships built within the community, and process evallzgicmarea is further
subdivided by evaluation quest®ras indicated ifable 2. In generalthe Market Evaluation Team

stratified customer results (customer survey data and CEEP Opportunities data) by LMI and MR income
groups.Justification and methodology for this stratificatioan be foundn Section 4.

Table 2. Evaluation questions and corresponding data sources.

OBJECTIVE

Determine effectiveness
of CEA outreach

EVALUATION QUESTION

1. Did LMI and market-rate households,
small businesses and multifamily building
owners participate in clean energy activities
after outreach?

2. How many customersa r e
clean energy project implementers?

Afirst

1

1

DATA SOURCES USED

CEA Interviews

Customer Survey

Program Data

(i.e., CEEP Opportunities data)
Customer Survey

3. How many loan applications were 9 Customer Survey
facilitated through CEAs? 1 Program Data
4. How much leveraged funding was used?  { Program Data

5. What type of regional pilot programs
were implemented?

=

Regionally Specific Initiative Data

Monitor clean energy
relationships built within
the community

6. Which other organizations did
LBOs/CBOs develop relationships with?

7. What synergies were realized as a result
of these relationships?

8. Did partnerships between local
organizations lead to increased outreach
activity?

9. Did partnerships between local
organizations lead to increased project
implementation?

=A =4 A -a-a_-a_a _a_a_a_8_4._=55-2

CEA Interviews

KPO Interviews
Other Partner Survey
Program Data

CEA Interviews

KPO Interviews
Other Partner Survey

CEA Interviews

KPO Interviews

Other Partner Survey

Program Data

CEEP Engagement/Activities Data
CEA Interviews

KPO Interviews

Process evaluation

10. What types of partner organizations led
to more leveraged funds?

11. What types of activities/partnerships
were most successful at gaining and
retaining new LMI customers?

12. What services/programs were the most
used among LMI customers?

13. How can initiative efficiency and
effectiveness be improved?

=8 =8 =4 = A A -8 —a A o oa e

CEA Interviews
KPO Interviews
Program Data

CEA Interviews
Other Partner Survey
Customer Survey
Program Data
Customer Survey
Program Data

CEA Interviews

KPO Interviews
Other Partner Survey
Customer Survey




OBJECTIVE EVALUATION QUESTION DATA SOURCES USED

14. Are there data documenting customer 9 Customer Survey
satisfaction with different aspects of the

program?

15. What are the key barriers to 1 CEA Interviews
participation in the program? 1 KPO Interviews

1 Other Partner Survey
9 _Customer Survey

2.1 Effectiveness ofCEA Outreach

This evaluation objective establishes program background and regional context, identifies CEA outreach
activities, and ensures the program is reaching targeted customer populaé@ngutreach is two
pronged one focus ison generaleducationand awarerss which involves reaching a wide audience
throughpresentationsvorkshopsnd tabling at eventthe otheiis on customer recruitmefdr NYSERDA

clean energy services and assistance prograitis a focus on LMI households and communifighe

Market Evaluation Teandefines effectivenesashow well CEA efforts toward engagement and outreach
translated t@angible outcomes

This evaluation assesses #ffectiveness o€CEA outreachthrough a number of factors, including
1 Overall programparticipation in the relevant regidne., the number opeople with whom the
CEAs have engagenikasarbs edutat@mdecruitmentefforts).
1 Number of firsttime customers
1 Number ofapplications
1 Number of completed project@his more specifically measures the conversion of leads to
NYSERDA programapplicants.
1 Number of loan applications
1 Amount of leverage¢thonNYSERDA) funding.
The questions withinhe following sectiors are designed to assess the effectiveinéssutreachin the
context of the CEA job description and Clean Energy Fund Investmenidgi@nmodel. The Market
Evaluation Teandescribstrends in the CEA outreach effectivenesSactions2.1.7 2.2.4 Data include
program data trends, customer syroutcomes, and thematic findings from CEA interviews for context.

Table 3. Evaluation questions and data sources for the CEA outreach effectiveness objective.

OBJECTIVE EVALUATION QUESTION DATA SOURCES USED

Determine effectiveness 1. Did LMI and market-rate households, 1 CEA Interviews
of CEA outreach small businesses and multifamily building  q Customer Survey
owners participate in clean energy 1 Program Data
activities after outreach?
2. How many customersar e A f i r : q Customer Survey
clean energy project implementers?
3. How many loan applications were 9 Customer Survey
facilitated through CEAs? 1 Program Data
4. How much leveraged funding was 1 Program Data

used?

5. What type of regional pilot programs 1 Regionally Specific Initiative Data
were implemented?

7 Outreach goals are outlined in the CEA job description, found in Attachment C of PONC3B&8tunity Energy Engagement
Program (2017). Accessed 5/4/21Hdtps://portal.nyserda.ny.gov/servlet/servlet. FileDownload?file=00Pt0000002alL QTEA2

5
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CEAs function as a touchpoint for the customer, engaging with them on clean energy assistance
opportunities, recording contact information if the conversation geentargh, following up afterward to

see if the customer desires support in filling out the NYSERDA program applications or the customer
requires assistance with identifying resources to implement recommended energy reduction measures after
an energy audit isompleted. After the application point (or even before), customer leads recorded in the
CEEP Opportunities Salesforce datane 2018-July 2020)may turn into applicants or even have projects
completed without CEA knowledge, because the customer npdyiragp directly, without CEA support.

CEEP Opportunities Salesforce data suggest 2i215 total customers interacted with the program,

including leads/contactg¢entries in the CEEP Opportunities Salesforce datababke) shared their

information with theCEA and never responded to follow.upf these,206 potential customers were

reported by CEAs as developing applicatioa®5 as submitting applicationsl84 with approved
applications. CEAs reporte®B customers with projects under contract &2d with completed projects;
another516never progressed past renmmamingtustenrershad withdiggwn st ag e
applications27)or had opportunities | i s(@) erdon@sponsedronotsee d” du
customer(371).% The remaining 338 customers have an unknown status.

CEEP customer contacts or | eads ar e o hitiaecontatti st ed
with intent to follow up. Because status updates require manual input from a CEA, data completeness
depends on CEA thoroughness in folloyy and data entryand access to project status information from
NYSERDA and other entities. Nur t"uriisng broad status category that
from variousoutreach strategies and requires customer contact information to be recorded in the database

(to the extent possible) “nur turing” 1is inter prsthdtielihkethanlywithas cor
an increase in awareness and custegpnevided contact informatiofif provided) Therefore, the total
number of customers marked with the “nurturing” s

educational interdions because it is systematically missing anyone interacting with the CEA to gain some
background knowledge or learn about opportunities to save money on their energy bill notpdidide
their contact information for followap?

Severalkey limitations affectt he Mar ket E v adrpretationofothre dafacCatioallys CEEP
lacks comprehensive tracking within the CEEP Opportuniie<CEEP Activitiesdata(January 2018-
September 2020p link outreachefforts, events, or partner engagenterthe finalclean energy services
application ofimplementatioron a customer levée.g., home energy audits energy efficiency measure
installations) Some CEAglotrack information like outreach and initial ¢dant notes in the descriptidor
each CEEROpportunity,but others do not provide the same level of documentadrile customers at
different stages of application are linked with various programs (e.g.p®&erANew Yor}, there is no
consistent or systmatic documentation of the form of outreach that first connected the customer with the
activity. Theprogramrelies onself-reported data from the CEASut CEA interactions and followp with
customers vary? Likewise, there ino systematic tracking of external referrals (from CEAs to partner
organizations, utilities, or neNYSERDA programs).

8The Market Evaluation Team is unable to say anythCBAg additi
notes on the opportunities are limited or missing altogethpossible indication of differences in data entry across CBOs.

Condact information is not always provided by customers. Due
Community Energy Advisors, “nurturing” opportunit-istege, wer e no
more infarmab” “oppbrtunities may support and ultimately resu
10 while some variation in data entry is to be expected, it appears as though CEAs in different regions may have used different

def i ni tcustomegead® oat “one ti me or anot her , r @msypattern ofiigconsistents o me di f f

reporting across regions shows up in the data throughout this reponpo$hible difference in definitions spills over to the
CEEP Activities data as welvhere CEAs in some regions reported significantly different hours for different types of activity
(e.g., customer engagement vs. outreach activities).




CEAs have access to the NYSERDA Salesforce pattal to enter
customer leads but CEAs do not receive notifications abot
applicationstatus or progressiotmrough projects frongalesforce
CEAsdo have access ttwo othersystens of record EFS the loan
origination system used by NYSERDA to originate loand NY HP
Portal/Uplight which houses information on customers that hg
compkted an application for an energy audit throkghPower New
York, Assisted Home Performance with ENERGY STAR
(AHPWES)or Home Performance with ENERGY STRRHPWES)
A limitation is that CEAs cannotaccess the status of EmPow
applicationsandcan onlyacessapplications for AHPWES or HPWES
if their organization is listed as the referral agent on the applica
which is not always the cas@he systems daot appear to
communicag¢ across platforms (i.aeuipdateone anothgr so unless the
CEATfollows up individually with customers or NYSERDA progran
and manually enters a status upd@BEP Opportunity entries fo
each customer are incomplete and oftelated

2.1.1 Did LMI and marké-rate households, small
businesses and multifamily building owners participate
clean energy activities after outreach?

Outreach tawonsumers aboutean energy services, energy efficien
measures, andlean energy assistance prograimsa key task for
CEAs. The CEEP request for proposals outlines metrics f
evaluating outreach effectiveness, includingthe “ n u mb e
residents, small businesses, and multifamily building owners ass
with clean energy applications (audit, grant (mhafederal, local, and
other state funding outside of NYSERDA), and finan
app!l i c &Thisevalsa)ion guestion (21) endeavors to asses
customer followthrough afteroutreach: did customers take the ne
step and participate in a clean eneagtivity?*?

Customer atreach took several forms, including:

1 In-person events like food drivefood pantry

distributions, community fairs, a
a critical engagement st
customers These three event typagre mentioneds a key
component of outreach by seven CEAs. Food drive outre
has been consistent, even dutingCOVID-19 pandemigin

some regions. Customers wait in their cars, and CEAs re

names and contact information of those interested i

AnBr andi

CEEP

The issue of program and agency
recognition (Abrandi
the CEEP context. Three different

types of identities may be important to
prioritize, depending on the forward-
looking program structure and focus:

1 NYSERDA and its programs:
Emphasis on the CEA as a
facilitator of
services might encourage
recognition of, and continued
engagement with, NYSERDA
programs.

NY

1 The CEA and organization:
ABrandingo around
and CEA as an organizational
identity or community resource,
particularly where the CBO/LBO is
already a trusted community
partner, may improve recognition
of services through word of mouth,
including but not limited to
NYSERDAGOGs program

1 Specific CEEP program identity:
A state-wide identity for the CEEP
role (e.g., the CEA or Energy Hub
identity) could provide a clear and
readily-r ecogni zed fAen
a range of NYSERDA programs,
and potentially other government
services (e.g., weatherization or
healthy homes).

Al | of these fAbrands
preferred option will depend on the
forward-looking structure of CEEP and

its successor programs, but a clear
approach to branding is important for
avoiding confusion among participants.

b E

t

tr

socially-distanced way. One @Esupervisomentionedn interviewthat this approach generates

11 NYSERDA. 2017 PON 3588: Community Energy Engagement Program. Accessed 5/4/21 at:
https://portal.nyserda.ny.gov/servlet/servlet. FileDownload?file=00Pt0000002aLQTEA2

12 NYSERDA. 2020. Clean Energy Fund Investment Plan, Communities Chapter. Accessedt5/4/21

https://www.nyserda.ny.gov/About/Funding/ClegnergyFund
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approximately 20 to 30 contacts per evamd that such contacts typically result in useful leads for
CEAs on follow up.

9 Virtual outreach strategies t o engage finewd cust onkFerrbsth have |
partner organizations and CBOs/LBOs, outreach is primvarily virtual due to COVID19. This
is a change from tabling at farmer’'s markets,
or other faithbased events that comprised the bulk of outreach by most CBOs/LBOs. Online
enggement activities serve aosgemmaate leas linlesg pebpteo u ¢ h
sign up online prior to the ever@nline outreaclmay remaimnimportantform of outreactpost
pandemido generate initial interesh energy efficiencyr educate customers about clean energy
services available to them
0 Zoom and webinars were both mentioned several times across 11 interviews.
o0 Other online approaches mentionbg CEAs include Facebook Live events (e.g.,
livestreamed interviews with energy contractors), virtual meetups, social media posts, blog
posts or Bwsletters.

1 Other media strategies are typically singular or oneoff events butdo tend to generate a flurry
of responsea from potential customers.
o Radio was mentioned infrequently as an avenue of outreach, but no specific examples were
given, and no mention of leads generated occurred.
o One CEA was able to secure a brief TV inter
one interview alone reportedfjenerated hundreds of emails and phone calls.
1 Referrals from community partners. Crossreferrals from community partners were repeatedly
mentioned as a key avenue for customer engagemen

Interestingly, aminority of customer surveyespondents reportetiding their name to a contact list at a
community fair or other evenfigure 1), despite a general CEA perception that this is a key customer
outreach and recruitment activity (community fairs, food pantry distributions, and other similar tabling or
pamphletdi st ri buti on opportunities werse hing hEAg htndde rav
While customer outreach through large events is important for CEEP education and awarenes4 goals,
percent ofcustomer survey respondents do not recall this interaction or are coming to CEEP through other
avenues, such as referrfitsm partner organizatior(846 d 196 customersMost survey respondentho

did reportaddingt hei r name to a contact I i st at a commun
implementeda clean energy or energy efficiency project in their ha3Beof46 customersor 76 percent
NYSERDA's Salesforce tracking includes a “Lead S
however, many of the program applications compl et
about us ? " oot se goadusionsadboutchawt oa where customers learn about NYSERDA
programs are limited to seléported data from CEAS.

After initial outreachcustomers engagedth clean energy services uarious ways, froninstalling clean
energy measures to having an energy audit on their home or apaNfosintustomer surveyespondents
reported having energy efficiency measures installed (85 perédryyever over half of respondents who
receivedenergy efficiency measures reported that tilieynot receivdinancial support through grant or

B The survey did not ask about where customers heard of CEEP, the CBO, or CEAs; however, customers were asked about
whether they received support in completing a NYSERDA application or an energy efficiency project, and some did indicate that
the assistanceame from a CEA (discussedsection2.1.2.

14 This outcome suggests that the survey population waselelfting, where respondents who had clwergy services

installed were more likely to respond to the survey due to relevance or general interest.




loan assistance for those measures (65 percent). These results imply that either: a) customer survey

respondents are piag for energy efficiency measures themselves, or b) survey respondents are not

connecting the grant or loan to the energy project because it is going through the energy contractor (a result

discussed itsection2.1.3.

| had energy efficiency measures installe 83%

| received an energy audit or assessme 2%

| applied for clean energy services or ener

0,
assistance. 58%

| received a grant or loan assistance for ene

0,
efficiency measures ARk

| added my name to a contact list at a commu

fair, far mer ®s mar k4 26%

ther similar event.

| received a grant or loan assistance for cled

energy installations 13%

.

Figure 1. Please indicate whether you have engaged with clean energy services or energy assistance --
responses by type of services/assistance and recipient type (Select all that apply). Energy installations
include equipment like heat pump and solar PV panels, while energy efficiency measures include blow-in
insulation, LED light bulbs, and ENERGY STAR® appliances). Note: this question was used as a screener

for customer survey skip logic; respondents who respon

afolow-up question about whether they werd familiar with

Hoursof customer engagement are not a 1:1 indicator of customer participafiem number of

customers includes applicarfsaiccessful and unsuccessful), as well as aotgd and completed
projects,New York City, Finger Lakes, and Capital Region have the highest overall numbers of
customerswith the only significant difference being the time spent on customer engagenteant

Capital Regior(Table 4).25¢ All three of theseCBOs- the Affordable Housing Partnership in the

Capital Regionthe Center for New York City Neighborhoods in New York Ciand PathStonia the

Finger Lakes regio- are high organizational capacity CBQs., theyoffer integratedcustomeisupport

and assistandhat extends beyond the scopedNMSERDA programs to meet individual negd&/hen
normalized by populatiorGornell Cooperative Extension offices in the Southern Tier and North Country
regionsare higher performingegions(Figure 2). PUSH Buffalo in Western Ne York is dso high
organizational capacit¢BO but has moderate customer counts when compared to other. CBQgal

New Yorkand Mohawk Valleyhadsome ofthe fewest reported hours for customer engagearaht

one of the lowest customer countgerall which may be attributed to the change in CBOs midway
through the CEERCornell Cooperative Extension Central New Yorloined as a CBn 2020, via

three bcal extension associations (Madison County, Onondaga County and Cortland County). This was a
result of the originaCBO not renewing their contract in late 20he Mohawk Valley regioralso saw a

15 CEEP Opportunity entries are not a 1:1 indicator of customer participation. As indicated in section 2.1, opportunitiss listed
“nur t ur iraigdicatize ofa sumaekevel customer interaction than genuine customer interest in clean energy activities.

Including “nurturing” status opportunities in the analysis
conversionWh i | e u‘rnunrg” opportunities may wultimately support and
MarketEv al uati on Team excludes “nurturing” entries from the

16 Number of customers was normalized by populatiomm(mer of customers/total regional population) x 100,000.
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change in contracts with NYSERD#&vhere theoriginal CBOdid not renew their contract and thew
CBOwas selectetb cover the regiofdue to their existing contraaiith CEEP and their local presence)
However, the North Countgiso had a miCEEP change in CBOs, and nevertheteported far more
custoners han Central New Yorland Mohawk ValleyWhile change in CBO appears to have negatively
impacted customer engagement in the regions whieyeccurredthe extent to which the change
impacted customer engagement varies across regimdly, Long Island customerdo not pay the

system benefit charge on their utilthifl that funds NYSERDA programming for customensd

therefore have differentrelaionshipto their CEAthan customers in other regioftbe purpose is
different, since many of the same clean energy services programs are not available to Long Jslanders)
which may explain the low customer coufie United Way in Long Islangportedly efers many
customers outwartb utility programs but this is not captured in the CEEP Opportunities dataset.

Ultimately, dfferencesn the reported number of customers may have less to do with engagement strategies

or partnersand more to do witliepthof engagement (few customelggher quality assistance, such as

seeing a project start to finish) al i gni ng engagement strategies to t
networks (e.g.AHP in the Capital Region has few partners, but the CEA worksegically with those

existing partners to reach out to customers and connect them with clean energy servioesCEAs are

entering data into the CEEP Opportunities dataBet. example,the Center for New York City
Neighborhoods and PUSBuf f al o both use systems in addition
Salesforce portal for data entry, so it is possible that their total number of customers reported is artificially
low. United Way in Long Island reported a lot of outward customer régetwautilities and other partner
organizations, whiclwvasnot be captured in the existing CEEP Opportunities datd#@nhately, better

and more consistedata trackingvill allow for more specific conclusions about outreach effectiveness and
postoutreach customer engagement with NYSERDA progrdmgroved data tracking may also identify
“gaps” where NYSERDA customer counts or applicati
elsewhere. This is a viable and acceptable outcome of thecG&Ame interactionthat builds and
strengthens relationships with community partners as well.

Table 4. Uniqgue CEEP customer contacts* in each of New York's 10 economic regions, with population.

REGION TOTAL CEEP CUSTOMERS TOTAL POPULATION

New York City 421 3,167,034
Long Island 2 936,278
Mid-Hudson 86 818,517
Western New York 148 580,906
Finger Lakes 728 486,353
Capital Region 498 434,249
Central New York 56 306,246
Southern Tier 273 259,036
Mohawk Valley 4 192,438
North Country 99 162,177

*Customer contacts were identified as unique using a combination of name and phone
number. While there may be multiple opportunities per customer, only individual customers
are counted here.
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Figure 2. Total number of customers engaging with the program, 2018 i July 2020 (normalized by
population). Color codes: Purple = high-organizational capacity CBO, blue = CBO with highly experienced
CEA, and orange = all other CBOs.

The Center for NYC Neighborhoods in New York City, PathStone in the Finger Lakes region, and the Affordable
Housing Partnership stand out from the rest of the CEEP CBOs for their high organizational capacity. These
organizations all provide financial and other customer support services in addition to NYSERDA programs, offering
integrated customer support and assistance to customers that extends beyond the scope of NYSERDA programs to
meet individual needs. AHP provides training and resources for first time homebuyers, PathStone provides energy
efficiency services, and the Center for NYC Neighborhoods offers their HomeFix and FloodHelp NY assistance
programs to NYC residents.

CEEP Opportunities data show that overall4projects were completegvith 38 clean energy or energy
efficiency projects were contracted, at8¥ applicatons approveduly 13, 2020(Figure 3). The Finger
Lakes region hathe most completed projects, witB2 more completed projects than the Southern Tier,
and more than 200 completed projects than other regibiesringer Lakes region also had proportionately
more project completions for LMI customers than other regiongestern New York and the North
Country also stand out in terms of the proportion of LMI project completions comparedrketiRate
project completiongFigure 4).

17 The Market Evaluation Team reviewed US Census celenigl populatiorand incomelata aggregating up to the economic
development region level for comparison with survey dada.each economic development region,caleulated the proportion
of the population falling into each income strat(populationover $50,000/total gmulationas a rough approximation of MR
andpopulationunder $50,000/total pogationas a rough approximation of LMI) and compared the percentafgeach regioto
similar proportions among survey respondéetg., LMI/(total LMI+MRY)).
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Figure 3. CEEP Opportunities data from July 13, 2020 show that customers completed over 500 energy
and energy efficiency projects.

uLMI = MR

New York City m
Capital Region m

Western New York | 1
North Country | 2
Central New York 3 I 0
Mid-Hudson 2 |E
Long Island 1 | 0
Mohawk Valley | 1

Figure 4. Completed projects by income strata (excluding unknowns). LMI = low-to-moderate income,
MR = market rate. Total for each region is depicted in Figure 1.

Like the CEEP Opportunities data, customewsy datandinterviewswith CEAsindicate thatustomers
of all types did participate in clean energyactivities after outreach!® Customer srvey-reported

18 CEEP Opportunities datre assumed to be connected to CEEP outreach in some way. CEEP Opportunities data are the
population from which customer survey samples were drawn. This approach was reviewed by NYSERDA staff.

12



participation in NYSERDA clean energy service progranes nearly evenly splitbetween LMI (45
percent) and MR customerdQ(percen}, with the remainindl3 percenof customer survey responds
unknown (Figure 5). Consistent with the program emphasis on reaching LMI househb&lgrograms
most common among adlurveyedcustomersare EmPower New York AHPWES, and theResidential
EnergyAudit Program(Figure 5).* Few multifamily respondentgarticipated in EmPower New York and
AHPWES and none participated in the Residential Energy Audit Program.

mlM =MR wmUnknown Income Stat ™ Single Family ™ Multifamily ™ Unknown Housing Type

EmPower New York

Residential Energy Audit Program

Assisted Home Performance with ENERGY STAR®

2

g
[
o,
-
L]
-.HHH
7
=

Solar for Al

Community Energy Engagement Program

Green Jobs Green New York Energy Study Program
Clean Heating and Cooling Communities

Multifamiy Performance Program

Figure 5. Program participation by housing type and income stratum (n=198). Left and right charts show
the same respondent data but are divided differently to highlight different demographics across NYSERDA
programs. Categories with fewer than five respondents are not labeled.

Both the Multifamily Performance and the Green Jobs GreenB&rgy StudyProgram (GJGNYYor
small commercial and neprofit energy auditsvere both identified byfive or fewerrespondentsThis
response is consistent with information from intervievith CBO/LBOs that noted the relative difficulties
in engagingsmallcommercial customers amaulti-family building ownersSmall commerciabutreachs
discussedin Section2.4.2

Singlefamily home dwellers represef0 percent otustomer survey respondents (and CEEP customer
leads/opportunitigs corroboratedwith insights from CEAs and partner organizations, who noted the
relative complexity of engaging landlords and renters to implement clean energy pildjestgvey result
isinconsistent with housindemographics across the sfathich suggests thatdhe is almost an even split
between singldamily (47 percent) and multifamily unit&3 percentf® On a regional levelthe survey
results are undeepresentative of apartment dwellerspecially in the New York City region, where more
than half of therespondents were singlamily home dwellers (56 percent, compared to ringional
percentage of 16 percent sindgdanily units).

CEA interviews shed light on possible challenges in getting ffaily building ownerdo participate in
programs afteratreach Multi-family/apartment building owner outreach is a significant challenge. While

YinFigure5, t he bar mar ked “ Ofindpane df maregasgibte scer@gos: \) ¢hg redpandent dighriotu r

remember the NYSERDA program name, b) the respondent participated if\N&¥S&&RDA program providing energy audits

and clean energy services, or c) the NYSERDA program no longer exists igiitaldunction, as one NYSERDA program

absorbed another (a possibility identified in conversations with NYSERDA Program Staff). Of all respondents surveyed, only 11
replied “does not apply” to all cat eyg\0USER®Asprogradi t hose 11 resp
20 As with thecountylevel population datahe Market Evaluation Team reviewadherican Community Survey (ACSiata for

countylevel housing demographicaggregating up to the economic development region level for comparison with datae

We calculated thpercentage of ACS single units ((attached single units + detached single units)/total housing units) and the

percentage of multifamily units ((total count of housing witA(units + mobile units (including RV, boat, van, etotgt

housing units) to compare with survey data on sifeteily vs. multifamily unit occupation.
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tenants may qualify for a suite of prograbased on incomg@.g.,.EmPoweNew York, AHPWES), existing

program structures requipeoperty owner sigioff on change®r installationsand in many casesnatching

contributiors from property ownes. Intenviewees reported thagirojects often stop wheproperty owners
learn that cost matching is requirkd the project to proceed

1 Multi -family outreach challenges fall into two main categories
o Conflict of engagementtiming. This is an issue with larger multifamily apartment
buildings, (i.e., those with fivplus or terplus units), because upgrades are often planned
on a larger scale than they would be for alsifigmily home and require lead times that
canexceed the NYSERDA program cycle lengBEAs expressed that communication
with multifamily building owners needs beplannedandinitiated early, before planned
repairsbegin making this mordifficult to do in the later stages of the program

0 Split incentives. For multifamily homes with fewer than five units, the
homeowner/landlord often has slimmer cost margins. Landlords need to understand that
the energy efficiency upgrades can imprdwaiitbottom line, because they do not want to
undertake changes that will neécost effecive  They woul d rat her
cosmetics and betdroo ki ng ki tchens i nsGEAshdve lbeén i nsul
successful at engaging muiéimily homeowners, such successoccur because the
CBO/LBO haghe needed organizatioradpacityto engage wittandlords or is engaging
with a partner organization who specializes in working with landlords and/or spends
considerable resources toward convigdiandlords of energy savings.

Given the challenges outlined above, inet surprising that a minority of customer sury@gpondents
reportedthat they live in an apartme(Eigure 5).2* In addition to incomébased qualification, reers

require the cooperation of their building owireapplying for clean energy services or energy assistance

an added complicatiotihat shglefamily homedwellers do not encounter. Singlamily homedwellers
dominate the survey responf@0 percent of respondents live in a sinf@imily home) because they
likewise dominate the list of customer leads/contacts in the CEEP Opportunitst@&percent)Again,

this is not representative of the NYS housing demographics across the state, and points to a need for targeted
outreach to multifamily building owners by CEAs. Apartment dwellers dtiealease restrictions that

limit the numberand type of changes they can make to their unit, and outside of removable/temporary
energy efficiency measures, they rely on the building owner or landlord to make more permanent changes
(such as upgrading to ENERGY STARwppliances or installing blowm insulation). Landlords and
building owners may require a different marketing approach to link improvements to energy efficiency and
tenant comfort to their own bottom line

21 The matrixstyle question block was used as a branch logic screener question for the rest of the survey. For example,
respondents who replied in the negatfer all questions were routed to later questions in the survey, based on the assumption
that a negative response indicates that they did not interact with NYSERDA past initial contact.
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2.1.2 How manycustomerar e “first ti me clean energy

Outreach and education akey CEEP objectives, along with applications supported and projects
completed?“ Fi r s projdactimpienienterss a metric assessing conversion rate of customer leads or
applicants to project completignexcluding the portion of customergo may already be familiar with
NYSERDA' s cl eanTéarem@gy rprcogrsam®t tracked in NYSER
customer survey was used as a primary data source.

Consistent with the objectives of the progranmstcustomer survey respondent$§77 percent) indicated

that it was their first time participating in a home energy audit, energy efficiency measures, or clean
energy project(n = 178) As outlined above, a key objective of CEEP is to engage and educate a variety
of populationsin learning abouenergy efficiency and clean eggrmeasuresand with the customer
support offered from the CEA in identifying appropriate NYSERDA progrdtnis, no surprise that
education effog by CEAs ledto new customersThe CEEP Opportunities datasetludes customer
contact information colleetl from theseeducationevents(e.g.,food pantrydrive, community fair flyer
distributions andinformational tablingat a r me r ' s andrGEAsegott that they oftefollow up to

check omapplication or project status.

Customers reported CEA suppat various stages of the application process and project lifeSigtg-
threepercent of customer survey respondents completed their clean energy prdjés}, fnith 13 percent
identifying as receiving assistantemt h e (Eanization (CBO/LBO)n completingtheir project

While it is possible that some of this is confusion about who performed the actual energy installation work,
the CEA may have continued to support the customer by answering questions, checking in \ERTMY S
programs staff about the application, or connecting with the contractor to ensure frajdbevork was

being done ontimand t o t he c us. Sigtynencentsf respanddntsepoated tthatahey
received assistance in the applicattage(n=94) and23 percent reported thapplication assistanaame
directly from aCEA.#

2.1.3 How manygrant orloan applications were facilitated througBO/LBOs?

The rumber of gant or loan applications facilitated through CBO/LBlDsstratesthe usefulness of the
CBO/LBO model for the disbursement of NYSERDA investment funds. This metric is diickenltyfied
in the original CEEP RFRnd logic modef*?®

Available program data from NYSERDA reveal that CEAs facilitated a total of 243 loan or grant
applications on behalf of CEEP customerfrom 2018 - 2020%° A total of 2,206 customer leads/contacts
wereidentifiedby CEAs in theCEEP Opportunities dataset loan or grant applican®f these applicants

267 customeentrieshad a description with t K éefthisosubdet243] oan”

22 NYSERDA. 2017. PON 3588: Community Energy Engagement Program. sectB#4/21 at:
https://portal.nyserda.ny.gov/servlet/servlet.FileDownload?file=00Pt0000002aL QTEA2

23 Metrics reference herein are each based otothkrespondents to each question

24 NYSERDA. 2017. PON 3588: Community Energy Engagement Program. Accessed 5/4/21 at:
https://portal.nyserda.ny.gov/servlet/servlet.FileDownload?file=00Pt0220UIT EA2

25 NYSERDA. 2020. Clean Energy Fund Investment Plan, Communities Chapter. Accessed 5/4/21 at:
https://www.nyserda.ny.gov/About/Funding/CleanergyFund

26 Detail in the CEEP Opportunities dataset is limited and not systematically captured. Loans or grant applications are for
NYSERDA and other/noiNYSERDA resources.

27 Customers who were tagged in the Salesforce data as graafiglarants but did not receive grants or lpampressed
interest ananay have: 1appliedsuccessfullywith another NYSERDA progran®) appliedwith another program anéjected
due to ineligibility,or 3) not followed through with the application at all.
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customer lead/contract entries had a status of: application submittecd;atippliapproved, project
contracted, project completed, or closecustomer ineligiblé®?® All of these application/contact statuses
indicate that the application was successfully facilitated through the’CEA.

While the customer survey data do mpie us clear insights into the grants or loans facilitated by CEAs
(customers did now always recall who had helped them with their grant or loan appli¢gaggrjo give

a sense of individualustomegrantor loan amount<Of the 94 customesurvey repondentavho reported
that they received a grant or loan toward the completion of a home or business energy asseskaent
energy installatiorfFigure 1), manycustomergdid not knowthe grantor loan amounthey received33
percen). Othercustomergeported that theylid not receive the invoicer that the grant or loawent
directly to the contractai29 percent)in total, 38 percent of cuemersurvey respondent{82 customers)
recalkedthe dollar amoundf their grant or loan. Across these 32 customers, a to$dl9#,320n grant or
loan funding was secured for their projects. Custorselfreported grant or loan amounts ranging from
$1,500 to 80,000, with a median value of $6,077 (acr82sustomers).

)

m Did not receive invoice / Grant or Loan sent directly to contractor
m Numerical Response Given By Respondent
m Don't know

<$5,000 $6,000 - $10,000 $11,000 - $30,000

Figure 6. Customers did not always receive information about grants or loans, or recall seeing the
amount of funding they received (n=94). Of the surveyed customers who were able to give a grant or loan
amount, most received less than $5,000 (n=32).

28 Only five customers were identified as ineligible, and they may leeapplied through other NYSERDA programvhere

they were eligible

2% Due the lack of crossommunication between CEEP Opportunities Salesforce portals and the individual NYSERDA
progams, it appears that CEAs do not always receive information about customer loan or grant outcomes, because the
NYSERDA programtakes control of the process with the customer after application. Again, it seems that CEAs are responsible
for follow-up with awistomers or the NYSERDA programs to locate application outcome information on behalf of customers and
for the CEEP Opportunities dataset.

30 Note: the CEEP Opportunities data on loan or grant funding are limited and do not allow an accurate analy&isanitloa

funded as a percentage of the total completed projects. There is currently no systematic tracking of grant or loan funding
received/denied within the Salesforce data.
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2.1.4 How muchleveraged funding was used?

Leveraged funding ianothermetricdirectly identified in the original CEEP RFP and logic mot#.

Leveraged funds are equivalent to cost share, or funds contributed by another organization or agency
towardthe overallcusbmerproject budgetThis is a investment outcommetric used to gauge

meaningful partner engagement toward customer project completion. NYSERDA spending and cost share
dollar values come from treelfreportedCEEP Opportunities dataset ameincomplete(e.g., missing

data altogether for MidHudson and Mohawk Vallesegions,andno leveraged funding other than ron

profit funds reported for Central New YQrkncomplete reporting iprimarily a result oftheindirect

tieback betwes the CEEP Oportunities data portal to which CEAs have access anNYIBSERDA
programmatic project data.

Under CEEPNY SERDAG6s investment was maErorhRefdrenteor $2. 1 mi
source not found). Forty percent ototal funding representing total of $1.9 million dollarfrom

leveraged sourcesame fronfederal, othenonNYSERDA stateagency, municipagndnon-profit

sources The additional $47,612came directlyfrom customergndrepresents onlfive percent of the

overall spending related to clean energy semiogects withCEEP.Customer spending is not considered

leveraged funding.

Table 5. NYSERDA spending and matching cost share. CEEP Opportunities data as of July 13, 2020.

NYSERDA Federal Local Non Profit Other NY State Customer
Municipality Agency

North Country $16,300 - - - - $4,000 -
Capital Region $44,573 - - - - $12,695 $2,143
New York City $66,716 $40,000 - - - - $200
Mid-Hudson* - - - - - - -
Southern Tier $682,444 $75,160 $27,002 - $10,500 $16,580 $194,387
Central New York**  $805,859 - - - $23,283 - -

Mohawk Valley* - - - - - - -

Finger Lakes $793,821 $295,329 $86,172 $146,615 $12,447 $1,124,042 $50,882
Western New York $58,450 - $10,000 - - $17,050 -
Long Island* - - - - - - -
Total $2,468,163 $410,489 $123,174 $146,615 $46,230 $1,174,367 $247,612
Total Non- (40% of total

NYSERDA $1,900,875 funding)

Note: CEEP Opportunities dataset is incomplete and may not be fully representative of cost share or NYSERDA
funds. *Mohawk Valley, Long Island, and Mid-Hudson regions are missing both NYSERDA funding and cost share
data; **Central New York appears to be missing cost share data as well.

2.1.5 How many regional pilot programs were implemented?

31 NYSERDA. 2017. PON 3588: Community Energy Engagement Program. Accessed 6/4/21 a
https://portal.nyserda.ny.gov/servlet/serviet.FileDownload?file=00Pt0000002al QTEA2

32 NYSERDA. 2020. Clean Energy Fund Investment Plan, Communities ChAptessed 5/4/21 at:
https://www.nyserda.ny.gov/About/Funding/CleanergyFund

17


https://portal.nyserda.ny.gov/servlet/servlet.FileDownload?file=00Pt0000002aLQTEA2
https://www.nyserda.ny.gov/About/Funding/Clean-Energy-Fund

The rumber of regionalipot programss identified as &EF Investment outcome metric, used to assess
new customer outreach initiativ€simplementation of regional pilot programs is also highlighted as a
goal for CEAs under the CEEP REFRegionalpilot programs implemented under tBEEP umbrella
engaged a total of 150 customerslfle 6). There were five total pilot programs implemented, four of
which were successful igenerating opportunities. The Southern Tier and MiHudson regions (both
managed by Cornell Cooperative Extensafiices) each implemented two pilot programs, while the
Capital Region implemented gnmeaning that 30 percent of CBO/LBOs implemented regjipitots
between 2012020.0neof thetwo programs in the Southern Tigas severely impacted by COWD®

and ultimately stopped due to pandemgtatedissues The* School/Student Engagement in Clean Energy
Initiative” wa s d e s i ansteentandteadhersinul@wcome rural Southern Tier School
Districts to encourage participation in clean energy programs. CQ918nd related restrictions in local
schoolsduring the 202021 pandemicesuledin severe delaythat hinderegrogram engagement

Table 6. Regionally Specific Initiatives pilot program engagement. Opportunities data on pilots is from
May 27, 2021.

Pilot Program Name Description

Mid-Hudson REALIGN - "Roundtable for Piloting stakeholder engagement of other service providers
Energy Affordability in Low- and agencies to develop a finc
Income Groups and better address gaps in services and increase participation
Neighborhoods" available programs.
Capital Region Healthy Homes Evaluator Pilot A pilot to reduce the number of unsuccessful or deferred 22

home energy projects due to health and safety concerns. This
pilot implemented a comprehensive healthy home evaluation
& energy assessment and provided assistance with gap
funding to implement projects.

Southern Tier Mobile Powerhouse Pilot A high-performance tiny home exhibit to reach people where 59
they are, w/ hands-on, interactive exhibits on energy
efficiency, heating, lighting, solar, and other green
technologies. Designed to help visitors understand how these
technologies work, estimate potential savings, and learn
about clean energy action steps they can take in their own
home or business.

Mid-Hudson Energy Navigator Expansion Train-the-trainer program to build local capacity of local 68
Pilot volunteer peer educators to provide information and advising
around issues such as energy efficiency, renewable heat and
power, etc. in their communities.

The CEEP Opportunities dataditatescustomer engagemeritsfour of the five regional pilot programs
listed aboveThough only one program was stopped prematurely due to CQ9Jll of treseefforts
wereall negatively impacted bthe 20202021 pandemiqshutdowns and social distancing practices
started in early 2020, which impacted the implementatidhexegional pilot programsy

33 NYSERDA. 2020. Clean Energy Fund Investment Plan, Communities Chapter. Accessed 5/4/21 at:
https://www.nyserda.ny.gov/About/Funding/CleanergyFund

34 NYSERDA. 2017. PON 3588: Community Energy Engagement Program. Accessed 5/4/21 at:
https://portal.nyserda.ny.gov/servlet/servlet.FileDownload?file=00Pt0000002aL QTEA2

35 Customers listed iffable 6are not reflected ifable 4 or Figure 2; regional pilot data was a belated addition to the customer
engagement analysis. Customers from regional pilots are likewise excluded from the survey sample frame.
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2.2 Clean energy relationships built within the community

Clean energy relationships built within tlder community is a objective directly identified in the
original CEEP RFP and logic mod&P’ The Market Evaluation Teaukefines clean energy relationships
asformal and informal partnerships with local organizatitre strive toaddress customer outreach and
education about the value of clean energy and energy efficiEhege partnerships may alewer barriers

to or facilitateclean energy measure adopti€EAs have established two tiers of partnerships: KPOs (key
partner organizations), defindxy the project team and identified lmach CEAas the top three partners
working withthat CEA, and”other partner$ defined as the larger list of partners odesof the top three

t hat compri se t he ItGHEWOrtant tep reote thaiah the ICEA onganiz&tion and its
partner organizationsanwork both on energy servicesd in somecases, on complementary services
addressing issues such as hogshealth, and nutriton As a resul t , relationship
energy” topics.

This objectiveassesses program reach from a structural or network perspbetiaeise the program logic

dictates that partnerships with other organizationsaareffective means of leveraging funds, gaining

support for hosting events, and securing customer referrals. The purposeswhthédion objectivés to

identify the number and type of community partnerships, document the scope and extent of coordination
between CEAs and their partneassessvider program reach, and identify areas of possible improvement

for these partnerships/relationshi$ie Market Evaluation Teauses key analytical themes emerging
fromindept h interviews with CEAs and KPOs, triangul a
data(Table 8).

Table 7. Evaluation questions for the community clean energy relationships objective.

OBJECTIVE ‘ EVALUATION QUESTION DATA SOURCES USED
Monitor clean energy 6. Which other organizations did LBOs 1 CEA Interviews
relationships built within develop relationships with? 1 KPO Interviews
the community 1 Other Partner Survey
i Program Data
7. What synergies were realized as a 1 CEA Interviews
result of these relationships? 1 KPO Interviews
9 Other Partner Survey
8. Did partnerships between local 1 CEA Interviews
organizations lead to increased outreach ~ § KPO Interviews
activity? {1 Other Partner Survey
i Program Data
1 CEEP Engagement/Activities Data
9. Did partnerships between local 1 CEA Interviews
organizations lead to increased project 1 KPO Interviews
implementation?

The nature of the CEA position, i.e., assisting customers in navigating clean energy assistance programs
andworking to see if customers meet the requirements for eligibility, is relatiofsspd and customer
servicefocused and varies by region depéng on the constellation of organizations in that area and
structure of the CEA organization itse@BEAs providesewices not only to customers (e.g., checking in

with customers to see if their projects were implemeraed making them aware of additional services

from NYSERDA and in some cases other agencragilities), but also to the partner organizations that

36 NYSERDA. 2017. PON 3588: Community Energy Engagement Program. Accessed 5/4/21 at:
https://portal.nyserda.ny.gov/servlet/servlet.FileDownload?file=00Pt0@a0@DT EA2

3" NYSERDA. 2020. Clean Energy Fund Investment Plan, Communities Chapter. Accessed 5/4/21 at:
https://www.nyserda.ny.gov/About/Funding/CleanergyFund
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work with CBOs/LBOson energy andtherservicesin interviews KPOshaveexpressed positive feedback
aboutCEAswhocheck in regularly to ask about referred customers or share new information about changes
in NYSERDA programs (e.gin 2020, freeenergystudiesfor small businesses and nprofits became
availablg.®® Partner organizationalso typicallyhavecloseties to the communities in which they work.
Where partners have deep and ongoing relationships with cust@&éyscanlean on those relationships

for entry into communitieandas a first introduction to customers thisial CEERengagement activities

do nd reach

2.2.1 Which other organizations didBO/LBOsdevelop relationships with?

This metricprovides insight into the nature @GBO/LBO partnership networks. Understanding the types

of organizations that CEAs have identified as partnemgdgssary for future program planning,

guidance/support for new CEAs, and process improvesné&he data usko support this metric include

CEA interviews, KPO interviews other partnérsurveys and CEEFActivities dataRecal | , “ ot her
part nerigsel heeasnekdPeds, or partners outsi d(eeesecionCEAs’ t
1.1for additional informatioh

CEAs developed relationships with a diverse group of partner organizationsThese relationships
primarily fall into three categories:

(1) Energy(installation)contractos, includng nornprofit energy contractors

(2) Non-profits, typically thosefocused onoffering comprehensive financial, family support, or
wellness servicegand

(3) Municipal/local government officesuch a®.g., county Departmesibf Social Services

The Center for NYC Neighborhoods, a comparatively figdake CBO/LBO, indicated that gaerships

are successful where partners know their strengths and limitations aebaadout the role they can play

in supporting CBOs/LBOKPOswho understand the value of the relationship appear more willing to share
information, crosgeferrals, ad other support where possible. Partners who are clear about their strengths
and bandwidth sav@ EAstime andenergy becaugbe CEAsknow whether the relationship is strictly one

for referrals, or whether it is something to nurture for more collaborativ.

As with partner organization typpartner engagemeatso variesacross NYSERDA regiongigure 7).
CEAs in Central New York anthe Capital Region have more experience tdfAs in any other region
CEAs in these two regiorappear to focus engagemeffortson a select number partnes. Regions with
CBOs of high organizational capacity (Finger Lakes, New York City, Western New York) have a few more
partnerswith similarly focusedengagemenCEAs atPUSH Buffalo in Western New Yorttkld the Market
Evaluation Team that PUSH actively working on engaging energy contractarsd other community
partnersn their regionan account which aligns witheirreportedoartner engagement hou@entral New
York, Southern Tier, MieHudson, and North Country all ha@ornell Cooperative ExtensidbBOsin
their respective regionsind appear to use a rangepaftner strategies, resulting in different number of
partners and hours of engagement acheregion Long Island and Mohawk Valley report the highest
numbers of partners but spend some of fewest hours/pdrrese regions likewise have the lowest number
of customers reported in the CEEP Opportunities.data

38 In an interviewthe NYSERDA staff operating the GJGNY program noted that the free energy studies were popular and
participation had increased; the evaluation questions to participants and CEAs did not explicitly examine whether this change
program structure had coritited to participation in specific regions through CEEP.
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Figure 7. Number of partners by hours of parther engagement (includes energy contractors, which is
recorded separately in the CEEP Activities data). Data from May 27, 2021. Color codes: Purple = high-
organizational capacity CBO, blue = CBO with highly experienced CEA, and orange = all other CBOs.

Interviewswith CEAs and energy contractor KPQgygest thahie
energy contractor relationshigcan bedifficult to navigate for
CEAs, because the focus of energy contractors is to maximize
profits and optimize workloadin contrast,CEAs are focused on
ensuringpositive outcomefor householdge.g., increased energy
efficiency, improved home comfort, reduced energy biksg a

Contractors as

Partners result, CEEP customersmay be less cosdffective for energy
contractors;the projects contractors encounter often need more

For contractors to be good partners, work than what the energy assistance pnogedone can cover.

incentives need to be aligned. If . . . ;i

contractors have a steady stream of Project implementatiomith CEEP customers may also bmore

work, they may pursue their backlog time-consuming for contractorsthan for their other clients,

of market-rate clients instead of a including“ ma rritéd t ¢ u s tdoente thesnecessity of grant

complicated job requiring

subcontractor work. funding and/or loan applications

|F"frOjecItS Worlt)best Whe(?ftheif Two of three KB energy contractors interviewed reported a
ITfecycle can pe assurea from H H : H
beginning to end. CEAS can improve strong relationship with the CEAased oan’JtuaI undgrstand_lng
existing relationships with contractors and respect dl_le thec on tr ac tor’s willingness
by assuring project completion for CEA’ s institutional knowl edge of
sites that require extensive work. network of community contacts, and expertise of loans and grants
CEAs can foster good relationships that could be pieced together to supmarstomersn completing
with new contractors through regular their home energy projectdnother norprofit energy contractor
referrals, reduced administrative time indicated that theyad a competitiverelationship with theCEA
for the contractor (i.e. supporting the h it t NYSERDA' b def e
homeowner in NYSERDA and other when licamel o o S programsancelemec r gy
grant funding applications), and customers for the weatherization program that the CBO/LBO
follow-up communication. hosted, insteadf energy programs like EmPower New Yo@ne
CEA described gproacheso working with energy contractoes
e | TWO eXtremeSWheretherea r e “shar ks in t he wa't

good fol ks, doing a [bad] j ob anct
Another CEA shared:
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inSome [contractor s] view Wwhen werhavg gaoan as a n|
information that suggests theyodve gotten | ots
have NYSERDA out of this, it 6s .Wedmbkavehi ng t hey
some contractors that are, that love this program and wdokety with it. The big

problem for us is that it would be great if we could somehow, if there was a way to say,

these contractors are interested and any lead that we have is going to them because they

want to work on the pr oigthatwe are idi supposadyto i t 6 s s et
recommend gspecific] contracto® we have certain contractors who we know, they

wonodét | et the prospect down. They work with t|
doesndét want it anymore."

The intervieweexpressed a dugided problem with contractor engagement, where some contractors are
not at allinterested in NYSERDAenergy services work, and others are interested in additional work but
limited by the NYSERDA directive to not favor any one energy comttor over anothert-or-profit
contractors may struggle to be effective partners because they have enoughratenkerk without

projects from LMI residences, which may require extra steps, includirigitia¢loan or grant assistance
application to NYSERDA. One forprofit energy contractoexplained that the LMI residence jobs he
receives are often beyond the scope of his usual insulation business and require him to subcontract with
other building specialists.

The current program structure does matlow CEAs to recommend or prioritize specific installation
contractors, and differing financial priorities and incergigbcontractors do not always align with project
priorities however NYSERDA is currenthbothredesigning the singtamily residetial homes programs
(e.g.,EmPowe}, which will allow customers the flexibility to choose the contractor with whom they want

to work, and piloting a process that separates the energy contractor and energy auditor roles, which
eliminates a possible confliof interest.

The partner organizatieBEA mutualism appears to be clearest (for both parties) where clean energy
services are a component of the service that the partner organization provides. Interviews suggest that where
CEAs can make a case for cleamergy services asphece of customer overall wdbeing, the easier it is

for partners and customers to understand. This fi
Many “other partner” respondentsarvicesn8 pereentoepastedi nt er s
that they connect homeowners diredtiythis type of progragFigure 8) . More frequently,
missionsaddressedverall respondent health and wiedling. For example, utility bill savings from clean

energy services can be a componeningdroving houseald finances or reducing debtOnly a small

number of respondentgi@ht percent)identified that clean energy servicegere not applicable to thei

organi zation’s mission

3% One energy contractor described the need for water damage repair and new insulation installed prior to replacing a hot water
heater, for example. In other cases, roof repair came up as a pahiadle to installing blown insulation. Houses may
experience weatherization or other issues as well.
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Clean energy services: We connect homeowners directly.

Environmental and/or climate justice: We focus on
environmental and/or climate justice, and helping customers 38%
meet their clean energy needs toward that goal.

Nutritional needs: We support individuals, families, and
communities in meeting nutritional needs. We help customers
with clean energy services and assistance to help reduce

their energy bills and better meet their nutritional and...

30%

Individual or family healthcare needs: We serve individual or
family healthcare needs. Proper insulation and home heating 25%
or weatherization can improve wellness at home.

Navigating home finances: We support individuals and
families in navigating home finances (e.g., navigating loan
default, first-time home buyer programs) to help customers
reduce their bills.

25%

Wellness and care services: We support customers with
comprehensive wellness and care services; clean energy
services are one of many on our ‘menu’ of possible
approaches.

Figure 8. Responses to the i Ot her parveger question fiHow do clean ener
energy assistance, energy efficiency measures, energy audits, clean energy technologies) fit into your
mi s s i ocheekeall-tAat-apply response (n=102).

19%

Ot Ipatmel organization types ranged from state or federal agencies to block associations, from
academic institutions to electric or gas utilitiEgyure 9); however, over half(53 percentyvere norprofit
organizationghat did notexplicitly fit into the categoriedisted separatel§® Nineteen percenf “other
partnef survey respondentgere municipal or local government officialghile rine percent were ergy
contractors Given that the majority of CEERIated cost share comes from federal and state agencies

(Section 2.1.4), it is interesting that so few survey respondents identified as a state or federal agency (one
percent).

O“Nonprofit” was iallcdaegony @ deccomsodate nprafit partners who did not fit into thepecific
categoies named (e.g., faitbased and food bank) and responded to this questigre(68nt obverallresponden)s In the
future, this should be deconstructed into multiple-sategories to more accurately identify partners by type.
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Non-Profit Organizatiom
Municipal Office/Local Governme

Energy Contractor/lnstalle
Academic Institutionl 3%
Local Small Businessl 2%

Local Coalition or Task ForcI 2%
Faith-Based OrganizatiOII 2%
Electric or Gas Utilityl 2%

State or Federal Agency 1%
Regional Commissior] 1%
Regional Agency] 1%

Radio Show | 1%

Other | 1%

N/A | 1%

Mobile home community] 1%

Block Association] 1%

Figure 9. fOther partnerd organizations by type (n=102). Mor e t han hal f of fiot her
respondents consider themselves to be a non-profit organization that is not faith-based.

2.2.2 What synergies were realized as a result of these relationships?

Synergies realized is a metric that identifies the waysctiramunity partners benefit or work closely

with CEAs.The Market Evaluation Teadefines synergies as alignments of purpose ansiigrport

provided (whether resources are financial, time, or other); for exampltner organization and CEA

working together to support a customer in financing their clean energy measures installation is considered

a synergyData for this metricincde CEA and KPO interviews, as well

responses.

Two main synergies highlightedn both CEA and KPO interviews include a) alignment of resources
toward meeting a customero6és comprehensiwdngl i st
through grants or loans.When partners can refer customers OEA and vice versa, it creates a natural
collaboration toward supporting the customer in a more comprehensivéd-aragxamplejf a customer
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has debt and difficulty paying bills (somgty a home finance educatigronprofit or family support
organizationcould address), clean energy serviagsenergy efficiency measuresuld helpreduce the
cust omer ' s h o Bs&blighingeboundaried (e.g.,| what kinds of referrals to sendinb
duplication of effort forCEAs who also do things like helping customers navigate their finances) and
building trustwith the KPO(e.g., through follow umvith both the customer and theferring organization

are customers being contactdter getting referred) is important for this type of relationship to work. All
CEA intervieweesindicated that they have cresferral relationships with various partners, and most
KPOs interviewed validated théssertion

While there appearstobeaa nge of “other partner ” diedllywithcieani es f o
energy servicedHgure 10), amajorityo f t he s ur v e ynizatiens pferrcubternetirectly or g a

to NYSERDA serviceg69 percentr esponded “occasi)phard outyNYSERDA “r egu
materials (8 percent), or refer tthe local CEA(60 percent).There is noenough information from the
survey question to know whether “other partner”

addition to CEEP, but it likely varies on a cdsecase basisTen “ ot her partner respo
they never interaatith the CEA so it may be that too much time had elapsed since they last engaged with
the CEA or that they were a planned parimBo made it onto the listbsent any real engagemént

4! Three of these respondents who claimed reraation were in the Mohawk Valley region, two were in the-Midison
region, and two were in the North Country.
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m Regularly m Occasionally = Never

My organization refers customers to NYSERDA services dire 35 35 32

My organization hands out NYSERDA educational mate KV 37 33

My organization refers customers to my local CH

| coordinate with my local CEA to support customers in getting the clean en

assistance they need (e.g., grants, other assistance programs, matching fu L

| co-host events aimed at educating people about clean energy options fo

home. 16

| provide space or a venue for my local CEA to reach out to customers,
informational materials, and collect customer contact information.

13 25 64

Figure 10. Synergies developed between CEAs and partner organizations, accor ding to the fAot hem=10g®talt ner o
respondents).
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Empower New Yorlkwas the majority response frooustomersvho did refer to NYSERDA programs

(Figure 5). Fewer “other partner” respondent sAHPWwEPOTIrt ed
(Figure 11).** This observation is supported by CEEP Opportunities prograa) which suggest that
EmPowerNew York and AHPwWES are the two most common opportunities associatitid CEEP (i.e.,

CEAs entered more data for applicants to those two programs than any e#@igrn(2.3.3. Likewise,

EmPower, AHPWES, and Solar for All were mentioned in CEA interviews more than other NYSERDA

programs.
EmPower New York 50%

The Assisted Home Performance with ENER
STAR program

Clean Heating and Cooling Communit
Solar for All

Figure 11. NYSERDA programs to which other partners have referred customers (a check-all-that-apply
guestion, n=102).

48%

Working together to provide or procure funding to fill clean energy project financing gaps is a rarer kind
of collaboration butanlead to successfylroject completion. Partner organizations who work GEAs

to meet customer financial needs outside of clean energy services (espegigdhpfit housing support
organizationsand government/municipal offices) avttenvaluable to CEEP, because ttag positioned

to leverage fundinfpr activities that can improve the participatioNiMSERDA programs through CEEP.
PathStone in the Finger Lakes region has comparative success in customer project completion (

275

Finger  Southern New York Capital North Western Mid-HudsorCentral Nevi.ong Island Mohawk
Lakes Tier City Region  Country New York York Valley

Figure 3). According toKPO interviews, lte Affordable Housing Partnershipthe Capital Regioandthe
Cornell Cooperative Extension in the North Country region seem lreve€reativepositive outomesin

42 These two programs are places where CEAs play a role in customer recruitment and application support.
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this area In the case of the Affordable Housing Partnershipsehcreative positive outcomes were
attributedtdc he CEA’ s Ipmjeckimancmgamddiligence in helping the customer find solutions
that work for their uniquesituations The CEA has a good working knowledge of grant and loan
opportunities that come from yearsexiperience and was able to draw on that to support customeere

this CEA is unable to support the customer directly in applying for assistdmggaefer the customer to
KPOswho can provide the support, instebthe case of the North Country Cornell Cooperative Extension
Office, the CEAworked with the KPO and NYSERDA to come up with a novel project category to fit the
customer needs. This creat solution allowed th&nancing and completion of the project prior to move
in.

When asked what b e oegénizdtiens reckieed ffom théireetatiopship witm teer

CEA, responses varigffigure 12). Whi | e * 0 wehedby defindion} les®imvelved wiliEAs

than KPOs, many reported activities indicating expanded capacity due to their relationship @i#the
These activitis include sharing educational materials with@&sA for wider outreachexpanding

offerings for customers (due to CEEP referrals), and gvostng social media content to engage
customers online. Four of fi ve tioeaabbendgfésrefegedw h o
to specific collaboransthey had undertaken in collaboration with @EA. The fifth respondent

mentioned that they would be open to more activities in the future, but that they did not currently have a
collaborative relatinship with theCEA. Sixteenrespondenténine percentjeported that the response
categories were not applicable to themhile nine respondents claim#tht they experienced no benefits
from the relationship with th€EA (five percent)

We have shared educational materials for wider
audience reach.

We have expanded the offerings we are able to
provide to our customers/clients by being able to 36%
refer them

We have cross-posted social media content to

engage users online. 35%

We have received additional customer/client referrals. 25%

We have received assistance in planning or hosting

events. 23%

N/A 16%

We do not experience benefits from the relationship. BFA

Other — 5%

Figure 12. Benefits from partnership with CEAs (a fcheck-all-that-applyoresponse, n=102).

2.2.3 Did partnerships between local organizations lead to increased outreach activity?
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This metric is important becae it connectpartnershipslirectly with the outreach activity essential to

CEER providing insight to the larger question aboutrble of partnerships in improving outreach
effectivenessPartnerships leverage NYSERDA resources for outreach, drawing upon a larger network to
increase access totmoad customer baé&* As with other partnershipelated metricsthe interaction

between partners and particuNY SERDA customersassisted by CEAg.g., whether the customer

attended a partndreld event, came to the CEA through partner referral, etc.) is not systematically
recorded in the CEEP Opportunities data. Some CEAs have indib&tegpe ofcontext in theopen

ended’ D e s c r field,but such’annotation is an exception, rather than theDate. for this metric

thus include CEA and KPO interviewsther partnérsurveyresponsesand program data.

Based orCEEPOpportunities and CEEPc#vities dataaswellas e s p o n s etsh etro ptahref n‘eor 7 s
it appears thgtartnerships between CEAs andocal organizationsare linked with increasedoutreach
activity. Fity-t wo percent of “other partner” respondents

to CEAs (n = 102)and there is a positive relationship between number of partners and hours spent on
outreach activitiegFigure 13). Based on the descriptions of theséaties, it appears thahany of these
hours are a result of partreslated activity including:educatinghew customer audiencémany with the
help of partners)tabling at partner eventsime spentplanning collaborative outreaclactivities with
partners getting partners up to speed mrogram detailsandchecking in with partners about custotfrer
PUSH Buffalo in Western New Yoris an outlier, reporting more thatwo timesthe total hoursspent on
outreach activitythan other egions Again, this may be a result of being a new CEB@d working to
establish themselves as the local/regional interface for NYSERDA energy proQthersoutliers include
Mohawk Valley Economic Development District and United V@&j.ong Island both of whom reported

the two highest partner counts, and the two lowest customer cGl#s.atthe Mohawk Valley Economic
Development District and United Way of Long Islargorted focusing their outreach to small commercial
customers, which may expfasome of the differenc® Alternatively, his discrepancy male related to
inconsistentreporting in the Salesforce CRMy regionatspecific challenges in customer engagement
(discussed further isection2.4.1). Ultimately, regions seem to have different capacities for different types
of engagement, but the Market Evaluation Team is liniitethieir pursuit ofthese possible explanations
furtherbecause thavailable datas limited

43 NYSERDA. 2017. PON 3588: Community Energy Engagement Program. Accessed 5/4/21 at:
https://portal.nyserda.ny.gov/servlet/servlet.FileDownload?file=00Pt0220UIT EA2

44 NYSERDA. 2020. Clean Energy Fund Investment Plan, Communities Chapter. Accessed 5/4/21 at:
https://www.nyserda.ny.gov/About/Funding/CleanergyFund

45 The Market Evalation Team did not code the outreach hours description for all 3,500 CEEP Activities datdrentries
January 2018 September 2020rhe noted observation is based on a cursory review of the data.

46 While the Mohawk Valley Economic Development Distagpears to evenly split outreach between residential and small
commercial customers, United Way of Long Island reports focusing their outreach primarily on small commercial customers and
only had one small commercial customer in the CEEP Opportunitiesetiathe Long Island region is unique in the
administration of NYSERDA programs for customers, but the small number of customers reported as compared to partners
suggests that there may be differences in how United Way is entering their data.
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Figure 13. Number of outreach activity hours has a positive relationship with number of partners. Color

codes: Purple = high-organizational capacity CBO, blue = CBO with highly experienced CEA, and orange
= all other CBOs.

MostCEAs emphasizedhattheir success in reaching customers was driven by their community partners
andin large part a resultf theresourcesand the alternate inroads with different parts of the community
these partneorganizationgprovided. As described above iBection 2.2.2 partner outreactakes various
shapes and forms

9 Digital outreachmethods

9 Sharing information for newsletter features or blog posts
9 Presenting to attendees at a partmested event or venuand
9 Crossreferral of customers from partner organizations

Community partners and CEAs provide complementary offerings and resoapmess to specific
communities/organizations (sharing netwsyrkand referrals(Section 2.2.2. While crossreferral is an

important outreach mechanism for most CEAs, digital outreach and blogs or newslettgrsdrity for

all CEAsduring the ongoing COVIEL9 pandemicCustomer views or clicks is not a CEEP metigtthe

prevalence of partneeporteddigital outreach and crogmstingdoes suggest thdt s i gn a l boosti
(raising awarenegfirough external channels)ight be a usefuhdicatorof outreachn the future

One CEA offered the insight that sharing an overarching message or end goal hatgsowe
collaborations toward engaging customénsother CEA mentioed that understanding the program they

are partnering with is key to successful outreach. Both themes were highlightedPQlieterviews as

well. Evidence supporting this idea of shared messaging as a driver of successful partnerships is borne out
inthe “other partner survey results, where 39 per
mission aligned with clean energy serviceég(re 8).

Coordination with local coalitionser groups of partnerseems particularly valuable in garnering interest
and laying groundwork for collaborative outreach and mutual strategy where CBOs/LBOs and partner
organizations share a mission or specific gdabr examplethe Market Evaluation Team interviewed
multiple KPOs in the Finger Lakes region that weaet ofa climatefocused coalitioraimed at educating
customers on energy savings, improving access to energy assistadceromoting energy saving
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behaviors, including uptake ehergy efficiency and clean energy measti&his coalition has started to
hold regular meetings and had even started scheduling some comfaungtyle events befor¢éhe
pandemidorced them to cancel their plans. Tiualition reportedly continued digital outreach efforts and
hosted a series of webinars, but tweitch to digital somewhat undermined earlier planning efforts.
Similarly, PUSH BuffalocCEAsreported engaging withetworks of local partners as a means ofwgmg
theirown network and access to customers.

The pandemidnterrupted many efforts likeheseas they were beginning to gain momentdie CEEP
Activities data shows declinein partner and customer engagement activity alike during-202@Qfor all
regions.For the most part,rgagement hours have ngét recoveredto 2019 leveld® The COVID-19
pandemic disrupted heork development toward mutual goals of customer outrdadhthiswill likely
remain a focus for the CBOs/LBOs and partner organiza@srthe region emerges from the pandemic.

2.2.4 Did partnerships between local organizations lead to increased project
implementation?

As described irBections2.2.2and2.2.3 partnerships angart of CEE P ‘pregram logic This metric isa
complement to increaseditreach through partnershjgmecause the lattésuches on only one goal of
customer outreach (education), while project implementation sees the outreach thamighltproject
implementatio. The Market Evaluation Teamlieson CEA and KPO interview data to inform this
assessment.

Partnerships with local organizations are critical to outreach, the partnership connection to

increasing project implementationis more nuanced Discussed in further detail in the process evaluation
(Section2.2.3, CBOs/LBOs identified partner organizations as critical to success in thefwamknecting

customers with clean energy services. While feBleAs sawregular financial reciprocity (e.g., leveraged

funds toward customer project completion) from their partner organizations, those that reported
partnerships with organizations offeringpmprehensive family support, financial navigation, or
weatherization programs appear to be successful in engaging custBarénsrships appear to be most
helpfulinpr oj ect i mpl ementati on where they coporfoliprovi de
to help addressomplicated ounusual projects.

One example that a KPO highlighted in an intervieas the collaboration between their organization and

the CEAtoward proposing and receiving approval for a new type of project so that the customer could have
clean energy measures and energy efficiency upgrades installed prior tinrffogeintroduced irsection

222. The scenario was unigqgue because the KPO's rol
singlefamily homes while NYSERDASs residential programs typically apply to owwecupied
propertiesTheKPO provided a great deal of npnofit funding for the project, and a NYSERDA program

was usedor clean energy project implementatidrhe Market Evaluation Teafmmeard from CEAs that

similar scenarios unfold wheéhe community partner can provide suggdor weatherization (not covered

by NYSERDA), improving the seal on the home prior to upgradimdlow-in insulation or installing
energysaving appliances.

The number ofpartner organizations is nted to the count of customer projects imaaningful way
(Figure 14); partnerships are a qualtyerquantity metric, wherdewer deeply involved partners add

47 pathStone as also part of this coalition.
48 The COVID impacts to the CEERCtivities datg(January 2018 September 2020) aseich that the Market Evaluation Team
is unable to drawneaningfulconclusionsboutactivity patterns over timéother than noting the COWlinterruption).
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more value than a great many parsiwhose purpose is hare outreach materials. For example, one
function ofpartner organizations appeardthelping unique CEEP customer projects to completiank
which is highly individualized and/or situation specificthere were a way to gde projects by level of
challenge or difficulty, tB connectionbetween partners and projectsght become clearerfor high
organizational capacity CBO&e AHP in the Capital RegioriMohawk Valley and Long Island have the
greatest number of partners.t e fewest completed customer projedis Long Islandthis low project
count isclosely connectedith custometeligibility for NYSERDA programs (Long Islanders do not pay
the system benefit charge on their utility tthiands NYSERDA programming for customgriowever,
Long Island does hawelationships wittpartners that function in reverséJnited Way Long Island is in
a key position to connect potential customers with utility and othe NWEBERDA services in theilegion.

As a reminder, tility customer referrals are not captured by the CEEP Opportunities dataset.
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Figure 14. Normalized total count of completed customer projects compared to number of partners by
region (CEEP Opportunities data, July 2020). Purple = high-organizational capacity CBO, blue = CBO with
highly experienced CEA, and orange = all other CBOs.

Moving from outreach to implementation with the support of community partnesaeisseason why
program longevity and consistenoyr ef fect i venis gmportantn The lbngevity afi theg ”
CBO/LBOas the “hub” for NYSERDBRI#an energy@ssiatanse,navigatoerole; E A i
andthe CEEP (or similar program) @itical for community partner planningongevity supports CEAs

in their rolelong-term becausk gives them time to develop a partner network, establish themselves as the
point d contact br customers, and promote NYSERDA programs in the re§imnexample, the CEA in

the Capital Regionworked in finance fomore than a decadmforetheir current role and has established
themselvess not only a local resource, but also asatorto otherCEAs because of their knowledge of
grants and loans customers can use to finance home energy improvémietesviews,CEAS reported
thatthe advice ofhe Capital Regio@€EA helped them improve their own customer outreach and assistance
practices.

2.3 Process Evaluation

The purpose of the process evaluation objective is to identify barriers to participation and areas of possible
improvement, determine level of customer satisfaction with outreach and clean energy services, and
evaluate process effectiveness. alchievethis purposethe Market Evaluation Team analyzedstomer

survey and program data where evaluation questions are focutaemged funds, programs most used,
andcustomesatisfaction(Table 8). Partnerships were identified by type usingt her part ner’ S
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and evidence frol@EA andKPO interviews Finally, program effectiveness and barriers to success were
identified using bservations and retionsfrom CEAs (enhanced by findings from KPO interviews

Table 8. Evaluation questions for the process evaluation objective.

OBJECTIVE

Process evaluation

‘ EVALUATION QUESTION

10. What types of partner organizations
led to more leveraged funds?

11. What types of activities/partnerships
were most successful at gaining and
retaining new LMI customers?

12. What services/programs were the
most used among LMI customers?

13. How can initiative efficiency and
effectiveness be improved?

14. Are there data documenting
customer satisfaction with different
aspects of the program?

15. What are the key barriers to
participation in the program?

| DATA SOURCES USED

1
1
1
1
f
f
f
f
f
f
f
f
f

== =& —a —a

CEA Interviews

KPO Interviews
Program Data

CEA Interviews
Other Partner Survey
Customer Survey
Program Data
Customer Survey
Program Data

CEA Interviews

KPO Interviews
Other Partner Survey
Customer Survey

CEA Interviews

KPO Interviews
Other Partner Survey
Customer Survey

A significant limitation to this process evaluation is the lack of epegram data for NYSERDA
customersCustomer retention (LMI or otherwise) iscatical indicator of a successful process, but is a
difficult metric to track.Customer retentiorefersto customers who move beyond the initial contact phase
into submitting an application or following through on an energy efficiency project in their home. The
difficulty in tracking this metric is due to lack atcess t@ustomeror application progresgtentiondata
throughthe CEEP OpportunitiedatasetNYSERDA data systems to which CEAs have acakssot
connect to NYSERDA program data to update customer informéatiah.unless the CEA is tagged by the
customer in their applicatio@EAsmustfollow up withcustomer®r NYSERDA program statindrecord
customer retention themselves (i.e., the CEA manually uptiadedata to reflect the change in CEEP
Opportunity status)The CEEP Opportunities datetalso does not track partner support in relation
customer outreaclor project implementationthis makestracing the link between partnerships and
customer retention challenging. Whitee CEEP Opportunitieslatacan be filtered by application stage,
the Market Evaluation Team was unable to kpplication stage with community partnerships duiaéo
lack of formal tracking. With improved Salesforce data tracking (&igjds specifically highlighting
partners by name, instead of by type in relation to cost share), NYSERDA can achieve a mdae gra
understanding about the benefits of partnership, such as leveraged funding and customer retention.

2.3.1 What types of partner organizations led to more leveraged funds?

Leveraged fundare noANYSERDA fundsthatare used tpay for actual project instation by the
customerAs discussed ifection 2.1.4 leveragedunding is a metric directly identified in the original
CEEP RFP and logic models program structure and coordination encourages expansion to other types
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of funding (e.g., loans and grant cost sh&)As with amount of leveraged funds apartnersips

toward project implementatigidection 2.2.4), this is ametric used to gauge partner engagement toward
customer project completioWhile the CEEP Opportunities datasbes not systematically track specific
partners contributing tproject cost share, it does track typesattributingleveraged fundsrhe Market
Evaluation Teanexplored the topic of leveraged fundsCEA interviews and found that CEAs think of
“l ever age” i thandinafcingerecampassingathrfisaecial andnh-kind resources and
support.

Other (nonNYSERDA) NYS agencies provided the highest amount of cost share qvielédwed by

federal agencie@Figure 15).> Non-profit leveraged funds were the smallestrsewf leveraged funds.

Overall, thetotal cost shar€$1.9 million inleveraged fundsecorded in the CEEBpportunities database
surpassedhe total leveraged funds reported in the 2020 CEF Investment Pla8 ($dllion dollars
leveragedetweer2017—2019 by more than $0.7 millignor a61 percent increas&Vhile several EAs

mentioned leveraging funds with variety ofpartners(Section 2.2.2), this type of* | e v emagaise ”

come in thdform of serviceslike customer outreach support or shared responsibility-spoasoring an

event rather than solely consisting of leveraged fufdy the most reciprocal relationships seem to result

in partners leveraging fundeward customer project completicand this tends to happen only where the

partner organization identified somevamel ded component of the d&dEH s wor
to a program (e.g., EmPower) not covered in the p

$1,174,367

$410,489
$247,612
$123,174 $146,615
mee s >
Other State Federal Loan Local Municipality =~ Non-Profit Customer

Agencies

Figure 15. Cost share by non-NYSERDA source (see Table 1 for regional data). Total non-NYSERDA cost
share (excluding customer spending) is $1.9 million.

2.3.2 What types of activities/partnerships were most successful at gaining and retaining
new LMI customers

This mdric addresss two topics: (1) successful activities an(®) successful partnerships, whiere
“success” is def LM eudtonema keydocumaf thoGEERjasket Evalnagion Team
defines “customergaininga ¢ t i asany qutreach that leads to customer leads or contattis ®EEP

49 NYSERDA. 2017. PON 3588: Community Energy Engagement Program. Accessed 5/4/21 at:
https://portal.nyserda.ny.gov/servlet/servlet.FileDownload?file=00Pt0000002aL QTEA2

50 NYSERDA. 2020. Clean Energy Fund Investment Plan, Communities Chaptessid 5/4/21 at:
https://www.nyserda.ny.gov/About/Funding/CleanergyFund

51 The CEEP Opportunities dataset lacks granularity in the leveraged funds data, so we are unali¢hie baéue down by
agency type to find the most prevalent NYS partner agencies.
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Opportunities databag&alesforce CRM) whi | e “r et ai ni n g *through franrtte t o
initial contact phase to NYSERDA program applicationgertaking an energy audit, ostallingenergy
efficiency measuresThis particularmetric (customers gainedy datalimited in the sense that partrer
related activities are not explicitly tracked in the CEEP Opportunities dataset, so there is no link to specific
customers and the padrs with whom they have come into contacvice versaPartnesrelated activities

are tracked separately in the Salesforce CR¥stomersurveyopenrended responses about organizations
who supported them in completing projects and filling out applications were sparse f@EAoN
organizationsAs suchthe Market Evaluation Teafocusesthis analysison partnerships toward gaining

and retaining MI customersprimarily usinghe“otherpa r t n e r ‘as wellaCEAayd, KPO interview
data.This analysigelieson CEA interview dateandKPO interview datdor datavalidation

Accor di nghertpaor ttnheer ”"* s wartnezsyengage s lftdpectsum of customerwith a
particular focus on LMI populations. Seversix percentof these organizationgport outreach to LMI
customers specificallyPartnerships that appdarwork with LMI customersnclude those directly focused
on financial, family, orhealth and safety of the hor(féigure 16).>> Highervolume servicebasedKPOs
such as the Depment of Social Services (DSS), Office for the Aging, and Supplemental Nutrition
Assistance Education Program (SNEP), reported working almost solely with LMI populatiotisese
organizationseem to be particularly weflositioned forreferringLMI cugomers Interviews with KPOs
and CEAs alike corroborated these findingmally, as described iBection 2.1.2 events such afod
drivesand community fairsra importantfor direct LMI customer outreacctivity. CEAs meet customers
and collect contact information or pass mfbormational program merials (e.g.pamphletsfact sheets,
brochures)following up afterwardvia phone or email to ask about their home energy naeoffer their
assistance in completing NYSERDA program applications.

Non-Profit Organizatiorj
Municipal Office/Local Governme {lllIIIETA
Energy Contractor/lnstalle
Faith-Based Organizatiof] 3%
Electric or Gas Utilityl] 3%
Local Small Businesqd 1%
Mobile home community] 1%
Food bank | 1%
State or Federal Agenc} 1%
Other | 1%

Figure16. Ty p e s o0 partferodrdarézations engaging LMI customers specifically (n=102).

2.3.3 What services/programs were the maostd among LMtustomers

This metricbuilds on the previous evaluation questiBadtion 2.3.2 to asses®iowLMI customersre
being engagedihe Market Evaluation Teamses customer survey daand CEEP Opportunities data to
assess this metric.

2¢Nonpr ofit” was ialldaegony @ dccommodate nprafit partners who did not fit into the specific

categories named (e.g., falased and food bankj,ut it captured 47 percent of “other
percent of overall respondents identified themselves this way). In the future, this should be deconstructed into multiple sub
categories to identify partners more accuratelyypg.
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Customer survey responses show BEraPowemMNew York (37 percent), Residential Energy Audit Program

(24 percent), andAHPWES (21 percent) are the three masted programs among LMiustomersand

among allcustomers(Figure 5, n = 89 LMI respondents totqf* The CEEP Opportunities datare
consistent with the customer survey results in terms of top three programs by participation; however, CEEP
Opportunities data suggest thtPWES has greater participation than any other progriigufe 17).

CEEP Opportunities data also highlight the different level of LMI customer engagement by region. For
example, the Finger Lakes region, where PathStone is the CBO/LBO, sees marastdtierghanany

other region (including New York City). PUSH Buffalo in Western New York also appears to have-an LMI
centric outreach program.

EmPower LMI NY Sun LMI AHP LMI ®EmPower MR  BNY SunMR ®mAHP MR
300

250
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50 I
0 B - = B

>
2 \$Qj;@
Figure 17. LMI and MR customer participation in top three programs across 10 regions. Note: lighter (left)

columns are LMI customers; darker (right) columns indicate MR customers. A AHP O ref ers to AAssiI
Performance with ENERGY STAR® (AHPWES). 0

2.3.4 How can initiative efficiency andffectiveness be improved?

This metric is critical to ascertaining improvements to CEEP from those who are most familiar with its
workingsin preparation for the next iteration of the progrérata to evaluate this metric inclu@G&A and

KPO interviewsasw e | | as “other partner” survey responses.
Better orimproved communication about new and existingNYSERDA programswas a suggestion that

came up in sever&@EA interviews and most of the KPO intervieviihis ties into the theme about CEEP
“branding” and optinedgnSection2:1il dGEAstreipdrtyhaving to clarify their roje

purposepr the opportunities with NYSERDA pgoams for potential partners and energy contractors before

53 Note: while the Residential Energy Audit Program is available to customers, the high response rate suggests that customers
may have confused this with the AHPWES or HPWES program. In 2020 NYSERDA eliminated the HPWES program for market
rate wherehey had to kickn cost share to cover the cost of an audit. This was replaced with the Residential Energy Audit
program, which expanded free energy audits to all customers, including #raeketistomers, and eliminated the need to go

through an applidéon process to get an audit. Customers can now go to one or more contractors to request an audit and quote for
energy efficiency work.

36



making substantive progress in collaboration or outreach. While repeated outreach andgdaiiaiify
relationships over time, CEAs would be better supported witldéoyn marketing so that commity
partners are primed for interacti on, rather than
offerings and the associated processes to potential collaborators before getiimg buy

“Ot her Partners” pr o theirderatibnskigwitlvlecsl CEAR and lamierskin tleeb o u t
way of developing a betteelationship Figure 18). The Market Evaluation Team coded 102 cpeded

survey responses to identify the top barriers or
respondents, 28 felt that theatbnship with the CEA was working wéR7 percent)and 24 did not have

anything to say (N/A respons24 percent An N/A response in this caghouldb e i nt er preted
relationship isvorking about asvell as expected since many responden(14)who were unfamiliar with

their local CEA mentioned this in the commenkhis is a surprisingly positive response given that the
guestionasked participant® consider improvements their relationship with their local CEA

The greatest overatritiquei n r esponse was that “other partners”’
topics that would support their relationship. These topics include: NYSERDA programs, the CBOYLBO,
customer awarenesshis evidence supports thaggestionabovefrom KPOs and CEAs that tegown
communication from NYSERDA to communities across the state regarding its different programs could be
improved anotherarea of emphasis could be a unified branding approach that would focus awareness

Relationship is working Wel
Communication could be improve
Unfamiliar with CEEP contract
Need more information

Missed opportunities due to nature of program( 10%

Customer awareness could be improvg 8%

Not in my region 6%
Missed opportunities due to time and resourcﬂ
Institutional awareness could be improvée§
Interested in additional opportunities for coIIaborat.| 2%
Program qualifications too stringerll%

Opportunities require extensive WOIIl%

Figure 18. Summary of open-ended responses to "Is the relationship with your local CEA working as well
as it could be?" Responses coded wunder multiple taitharapplcyd abel
guestion, n=102)

Most CEAsand KPOs indicated that the application process for NYSERDA programs is oifi@rous
customersMultiple CEAs and KPOs highlighteda more streamlined application and customer data

tracking as a key recommendation for improvemeREAs areparticularly challenged by the customer

follow-up burden created by a Salesforce sydtatiimits access torossprogram dataviost CEAS either

reported frustration with the NYSERDA Salesforce data management and apptieatiimg orexplained

that their organizaton s es anot her system on trackappicantNfésBuEER DA’ s |
unavailablein NY S E R D 8dlesforceCRM. CEAs selfreporting successes in customer outreach
personally folloved up with the customesndthe NYSERDA Program Staff tcheck on the status of the
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clean energy project application or implementation proce€3.t h e r partner’” survey r
communication could be imprové¢Bigure 18).

Reducing the burden on the customethrough a more consolidated applicatiorand tracking process
will save time for the CEA andlower the administrative barrier for customer participation; a
conclusioncorroboratedy KPO intervievees.

1 Two CEAs mentioned that the issue goes deeper than tracking; ideally, the application process
could be streamlined so that customers only have to fill out one application, rather than going
through the application process only to be formally rejecteddardo apply for another program.

9 Partner organization interviews reinforced that application/process tracking is an important aspect
of customer service, and partners are limited in their ability to serve the customer if they do not
know what is happeng with the application once it is submitted. The majority of KPOs
interviewed mentioned this as an issue.

1 KPO interviews suggest that tight feedback loops between partner organizations, energy
contractors, and customer can improve customer connectiomesirces. One lorgme KPO
emphasized that the responsibility lies with the CEA to make sure that the customer feels supported
through the process, and that partner organizations are kept apprised of project completion.

Better strategiesor support for landlord/building owner outreach would help CEAs reach apartment
dwellers Multifamily building owner outreach was an issuetiearly allCEAs. Where CBOs/LBOwere

in regions with urban centers, tlHEA wasusuallybetter equipped to handle meféimily housing (e.g.,
PathStone irthe Finger Lakes regioror theCenter forNYC Neighborhoodsn New York City). There
were a few CBOs/LBOs whosaissions explicitlyaddress multifamily housindut where CBOs/LBOs
hadsuch capacityuilt-in, CEAs reported greater succésg.Center for NYC NeighborhoodBattstonse.
While community partnershipappear tosupportCEAs in reaching tenants, unless every region has
community partners who work specifically with muflimily housing (not always reality in more rural
counties), this will continue to beareafor improvemenin mostregions.

2.3.5 Are there data documentingistomeisatisfaction with different aspects of the
program?

Customersatisfactionwith CEEP characterizes program performance from a customer perspective. If
customers do not have a good experience or are unsatisfied with the energy efficiency or clean energy
measures installed in their home, CEBPNYSERDA may experienceadverse regational effects
Importantly, no CEAs document customer satisfaction An improved customer data management and
tracking system would facilitatustomer experienatata collection (e.ggustomeisatisfaction).

The Market Evaluation Teansurveyedcustomers about their satisfaction with various aspects of the
program Results indicate thatmost respondents agree or strongly agree to statements about their
satisfaction with program outcomesointing tosuccessful customer engagemé@rigure 19). Where

customers reportetdoes notapply it i s possi bl e tehenber thelr mteractiont o mer
with the CEA, did not seek help in applying to NYSERDA programs after thialimiformational

discussion, or has not yet had energy efficiency or clean energy measures itistalled.

“We see this at the bottom of the chart (Figur elythabthe, wher e t
customers responding to this question have not yet had work done. COVID interrupted the regular CEEP functions in a
significant waythrough 2021.
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m Strongly Disagree m Somewhat disagree Neither Agree nor Disagree m Somewhat Agree m Strongly Agree
| would refer family or friends to the NYSERDA program (from which | received my
energy solutions or assistance) if they needed energy efficiency measures or clean 21 130
energy services.
| am satisfied with the contractor or energy auditor. They were professional a
| am satisfied with the NYSERDA program from which | received my energy solutions or
energy assistance. 41 95
| am satisfied with the application process. It was relatively simple to complete. E
9 m

| am satisfied with the quality of work done in my home or business.
The project was timely and efficient. | did not have to wait long to have work complet
in my home or business. 37 75

Figure 19. Customer satisfaction with different aspects of the CEEP program and clean energy project implementation. Gap between columns at
zeroontheX-axi s represent the HANei t heCategones vtk feweothan Srésgoasgsrare @al labeleds pon s e .

| am satisfied with the assistance | received with the application(s) and/or completion of
clean energy project(s).
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2.3.6 What are the key barriers to participation in the program?

Key barriers is a metrithat enables a prograim assesstructural issues in the way of improved customer
participation The Market Evaluation Teautefines “barrief’ as a systmatic challenge or difficulty that
prevents CEAs from engaging customers or that discourage custivamerapplying or pursuin@he data
usal hereinincludecustomerma n d “ ot h surveyppsultstaswelt as CEA and KPO interviews for
context.

The customer survey was critical to understanding bataguarticipation in NYSERDA programgvhen
asked what about their experience could be improvesdjarity of customer survey respondeswsnewhat
or strongly agreed that they wittrey had known about NYSERDA programs sooner (65 pereegtre

20). Likewise, over half of customer survey respondents agreed or strongly agreedwihdd like
assistance to cover tdl project (51 percent).
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m Strongly Disagree m Somewhat disagree Neither Agree nor Disagree m Somewhat Agree m Strongly Agres

Knowing about NYSERDA programs sooner. 18

Program qualifications or eligibility could have been better communicated to

me. 28

A contractor or energy auditor who better understands my needs. 45 23

A more streamlined application process.

Other
A reduced wait time between application and project completion. 31 18 BIG 31 50
Assistance that covers the full project. 16
Better or higher quality work. 43 16 puiGH 24 32

Figure 20. Suggestions for program improvement. Gap between columns at zeroonthe X-a x i s r

epresent the fANeither agr ec
Note: colors scale is reversed from Figure 15 because here,i St r ongl y Agreeo i ndi

cates a need for improve
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Thether par t neasgondsntsahoet key Bagidrsirdtherway of the relationship with their
local CEA. Unsurprisingly, limited time and funding were the top two barriers standing in the way of a
better relationshiphowever, many respondents felt that their organization daskermation about the
CBO/LBO and the role of the CEA in CEEP and other NYSERDA programs. This lack of information can

be interpreted as a branding issue. Just as customers may not recognize CEEP or other NYSERDA programs
by name, potentisdlommunitypatners may not be familiar witNYSERDA programs and their benefits

for customers. Likewise, potential community partners may not be aware of thesfesss benefits from

a relationship with a CEA.

My organization has limited grant fundi
| and/or my colleagues have limited time and ene
My organization lacks sufficient information ab
NYSERDA programs ¢

I have concerns about the quality of services peo. 3%
receive with NYSERDA programs

No barriers exist I2%

| am not interested in building a relationshl 2%

There is not enough overlap between %l %
organizations %ossions

Figure 2. Respondents answering: iAre there barriers in t
local CEA?

Key partnership barriers identified by CEAs and KR©isiterview underscore those outlined aliove

I Time, necessary to establishing productive relationships in the region;
9 Lack of clear communication about NYSERDA prograwrsd
9 Bureaucratic hurdlesequiring, or resulting inextra paperwork

Time is akey barrier for newer CEAs, who have been hireccHjmally for the role or are newly stepping
into a position that was vacant for a long period of time prior to their hire. Time is necessary toidgvelop
networks in the region, especially where the effectiveness atl#erole comes from the relatioripls

built with community partners and the faieface engagememiith customers, helping them to understand
the clean energy services available through NYSERDA and navigate the different program applications.
SomeCEAs interviewedwere new tathe CEA role and had to simultaneoustgcilitate clean energy
programming whilealsodeveloping community and customer relationshigss appeared to have been
more of a challenge farewCEAs at CBOsvhere the organization did not necessarily have existing clean
energy programmingn contrastthe newCEA atthe high-organizational capacitiPathStondenefited

from well-established partnershipsthe Finger Lakesegionwould likely have beenldeto connect with
customers with or without NYSERDA funding. A fe@EAs commented on the shedrm turnover of
CEEP or related NYSERDA programs (three yeassdetrimental tduilding working relationships or
making inroadswithin a new customecommunity. Where theentire CBO was new toworking with
NYSERDA programsgustomer recruitmerdand partnership buildingvas likewise challenging. PUSH
Buffalo in Western New York spemhore total partner engagement hours (this includes both energy
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contractor engageamt), outreach and activity hours, and customer engagement hours than argBther
(except for the Affordable Housing Partnership, which is the notable outlier in customer engagémeent).
continuity in the CEA position or of the CBO/LBO as the NYSERDMpof contact in the regioappears

to beimportant for promoting the program identity.

Lack of clear communication about NYSERDA programs, specifically CEEPrelated program
offerings, was highlightethy CBOs/LBOs as a barrier to engagemttatt could be addressed through
additional topdown supportinterviewees pointetb a need for both tedown marketing communication

from NYSERDA, so that they would not need to start from scratch with potentiahoers (i.e., improving

broad customer awareness of NYSERDA offerings across the state), and marketing materials (pamphlets,
factsheets, etctp facilitateCE A s’ o wn A tew CEAs eepotied spending time on updating or
creating outreach materials their outreach hours, which is duplicative with CEAs acrossefjibns
NYSERDA is better positioned than CEAs to cultivate and maintain a collection of marketing materials. A
top-down effort to create a bank of marketing materials for CEAs to accesd @@ more efficient use

of time.KPOs had similar conclusionise., that NYSERDA could do a better jobamfvertising about and

outlining qualifications for different programexplainingtheir similarities and differences. One partner
organizatoncatd t he NYSERDA programs a “hidden tgeem” be
programsprovide to homeownergheyare challenging tencounteor learn about, and other partners that

work outside of the&C E A 'region may not know about the opportunitgailable.This barrier relates to
theneed for i mproved “branding” and clear “identiti
the CEA toconnect customers with NYSERDA resources, improved claridynd NYSERDA program
identifiesfor KPOs cane&inforcethe crosseferral process.

The problem with “hidden ge mdear publc commanication hkbewt ar e
NYSERDA programs would Ilikewise support Onerand?”
industrious CEA generatedundreds of contacts bgdvertising CEEP an@EA customer support for

applying toNYSERDA programs on the radi@/hile not all of theseontacts turned into customeitsglid

generate interest.

Bureaucratic hurdles: One specific bureaucratic hurdle highlightyda KPOwas theunusuakonnection
between EmPower eligibility anthe Home Energy Assistance Program (HEARating Equipment
Repair and ReplacemeERR) benefitprogram HEAP HERR is administeratiroughthe NY Office of
Temporary and Disability Assistan@@®TDA), a completely separate program with a completely separate
NYS agencyHowever, f a customeis qualifiesfor the EmPower programand is rejected by OTDA fa
assistance with a heating equipment emergénicHERR the customemay qualify assistance through
EmPower instead of HEAP, maximizing tbéginal EmPower benefitThis interagencycomplication
createsan unnecessargdministrativeburden on the customand a possiblbarrier to participationOne
CEA highlightedthis particularchallenge in asking a customer to fill out multiple applications because it
dissuades them from pursuing the assistance, especially ifkbep getting rejectedThe crossagency
application process likewise makes it challenging for the CEMamtain lines of communication about
the application process The benefit of such an application appears to be for NYSERDA internal
accounting, ensuring that the customer receives energy assistance through the appropriate channels;
however, the extra sté&g) for the customer majead toconfusion and frustration with the proses
ultimately discouraging the customer from moving forwaraontinuing to pursue assistané¢hile this

is one specific project/eligibilitpeculiarity, it was identified in multiple KPO and CEA interviews and thus
bears mentioning.

55 Worth noting is that the CEA would have an additional party to follow up with for HEAP ettes MY SERDA
Salesforce system was more u@ndly or tracked applications, precisely because the HEAP is managed through
the ODTA and not NYSERDA.
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2.4 Additional Outreach and Engagement~indings

In this sectionthe Market Evaluation Teanfescribs additionalfindingsregarding outreach and

engagement that did ndirectly respond to specific evaluation questiofise Market Evaluation Team

reviewed regional outreach andgagement, engagementsohallcommercialcustomers specifically,

and the key characteristics of effective CERNse discussion herein is part analysis and part reflection,

calingon* ot her partner” survey data, CBDHO&NISERDAKPO i nt e
program staff and contractors fitie GJGNY Energy Study Program

2.4.1 Regional Outreach and Engagement

Although not highlighted imnalysis as a critical barrier, the Market Evaluation Team also examined the
successes and challenges associatedtiétiegional modeland the need for each CEA to find ways to
serve a broad regiospecifically, CEAgliscussedhe relative success pésteffortsto ensure regiomwide
outreachand participationResponses vi@d amongst the CEAs (with some supplementary information
about the topic from KP@nterviews, but the main theme is that outreach strategies often alignamith

are constrainely, set geographic aredsor exampleKPO funding is sometimes restricted to a county or
municipal area of service, a@EAswork within those boundaries for outreach as needed. This is where
larger and stronger partner networks play an important robeistomer outreach. Partnerships can help
CEAs extend outreach beyond boundaries within their region and reach populations who may not be
covered by regular outreach from B&A or their KPOs.

One KPO interviewemdicatedthat they infrequently work wlittheCEA because the KPO does not fund
urban projects (rurabnly focus), but when thegre able to find synergistic projects, their collaboration
works very well. Different areas require different approaches, so wherbased partners cannot extend
beyond their boundaries, CEAs who have robust networks appear to have less difficulty reaching all
counties or municipalities in their regions. This is also true for KPOEC&#& facing unique institutional
boundaries. For example, Long Island customers do not pay into the utility system fee for NYSERDA
programs, and thus have access to different programs through their utilities. The Long IsldhB@BO
(United Way) sends residéaltcustomers directly to the utility (PSEG or National Grid), and works with
other partners to address small business customer. needs

Some CEAs are able tdower many of these barriers (including communication), but this appears to be
individual (i.e., no pattern). Program managers reflecting on continued success thrahghmmndemic
had multiple years of experience working with NYSERDA programs or oitasiigsues in their region.
The Center for NYC Neighborhooda New York City and the Affordable Housing Partnershipthe
Capital Regiorstand out as two CBOs/LBOs thmdrceivedho significantchange in customer engagement
during theCOVID-19 pandemic They attributed thig reportedsuccess téhe longevity oftheir networks
and havingcustomers' i n 't he pi pel i nefpleteganiallywirished projects dryfinalty o
embark on an installatioWhile these CBOs perceived continued successistomer engagemerthe
reality is that theéype of engagemeshiftedmeaningfullyduring COVID-19; essentially, théotal number

of hours may have been similar, but were likely focused on fellpwcalls, checlins with partner
organizations, and focusing more time on individual custonidrsrate ofcustomer opportunjt entry
decreasediramaticallyacross all regions durinpe pandemicsupporting the narrativéhat while CEAs
spenttheir outreachime following up with indivdualsalready in the sstem

Another factor contributing t@ B Os / Lddr@parative successinstitutional knowledgeCEAs in both
regionshavea strong workingnowledge of which NYSERDA programs cover which customer types and
where to look (either intaally within NYSERDA programs, or externally with partner organizations) to
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fill the assistance gaplat arise when attemptinig initiate and complete clean energy projeCtntinuity

in staffing is an i mpor tsacoes$.e, elativedack of imerraption) dWCii§A s ° ¢ C
the pandemicWhile CEAs engage iroutreach and attend partner events to give talks or do tabling, the

CEAs who experienced little change time spent oncustomer engagement during the COMIBD

pandemicre th@ewith long-time experiencegr a high organizational capacity CBO

2.4.2 Small CommerciaDutreach and Engagement

While CEEP includesutreachto smallcommercial customerprogram data and interviews withEBs,
apart from a few region@lid-Hudson, Western New York, New York Cit\§EAs appeared to struggle
with small commercialcustomer recruitmentThe focus of rany CEA is on supporting residential
customersQOutreach activities, partner engagement, and engagaesheggidentialand small commercial
customerareultimately differentactivities possibly requiring different networks skillsets altogether.

Networks and skillsets aside, a kelyallenge insmall commerciatustomer recruitment appears to be
linked with a structral disconnect in program flow. CEAs may recrsntall commerciatustomers, but
often the list of potential customeremes to CEAs after the audit/assessment has been condrigtee (
22). L&S Energy Serviceshe GJIGNYEnergy StudyProgramimplementatiorcontractor regularly sends

a list of potential customers to CEAs, who then determinieh customers aii@ their service area, reach
out,and work tdfigure out next steps with each custon®EAs must quickly familiarize themselves with
the audit results and custemexperience with NYSERDA to dateefore following up to support the
customer with application next steps.

CEAs report that it is challengirtg pick up momentum after customers have received a possibly confusing

energy audit report, and they are lefthathe difficult task of communicating about the potential for long

term energy savings from energy efficiency-measur
profit’s) bottom Iline. The movement @ébtentmalucsbe o mer s
confusing to both customer and program staff or contractors if lines of communication are not well
maintained The structural disconneawith the movement of customers through GJGHiYergy Study
Programrecruitment, audit implementation, cathen followup for clean energy services or assistdace

further challengedy t he NYSERDA's Salesforce portal for CE.
Energy Study Prograrcustomer data, though GIGNY has access to-Dip&t customer data. Instealle

GJGNY Energy Study Program contracts withS Energy Service®o communicate indirectly with CEAs

aboutsmall commerciatustomer leads. GJGNEnergy Study Fbgram staff download customer lead
information from Salesforce to send to L&S, who then follmpswith CEAs after the GJGNEnergy

Study Programaudit has already been performd@dhe GIJGNY Energy Study program appeats have

anticipated some of this difficulty in their outreach materigigiure 23), identifying CEAs by name for

their customers so that the customer may be empowered to initiate contact with CEAs if they do not receive
CEA follow-up after the energy audit.
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Outreach Implementation

(CEASs) Assistance (CEAs)
Energy Study &
Recommendations (GIGNY

Energy Study Team)

Figure 22. The GJGNY Energy Study Program integrates Community Energy Advisors (CEAS) directly
into their program flow at two key touchpoints: before and after the energy audit. Source: GJGNY CEA
standard operating procedure, version 4, shared by NYSERDA program staff.

Assistance for Implementation of Recommendations

This study provides recommendations on specific actions to take to increase energy
efficiency; the next step is implementing the recommendation(s). Complimentary
assistance with implementing energy efficiency recommendations is available through
NYSERDA's Regional Community Energy Advisors (CEAs).

The Regional CEA can assist with identifying utility company incentives and various
financing options available for energy efficiency improvements, such as GJGNY Loans, or
Commercial Property Assessed Clean Energy (CPACE) on-bill Financing.

Your Community Energy Advisor is:

Cornell Cooperative Extension Dutchess County

Figure 23. GJGNY Energy Study program outreach includes direct instruction to contact the NYSERDA
Regional Community Energy Advisor (CEA), and advertises the next step as "complimentary assistance".
Source: Screenshot image of GJGNY Energy Study Program customer outreach material excerpt, shared
by a CEA

The CEEP list 0f99 small commercialprogram opportunities included business owners,-profit
organizationsand multifamily building owners, each in various stages of interaction with NYSERDA
programs. Only siNYSERDA programs were identified by CEAs as relevant to the individual contacts.
GJGNY Energy Study Programas the dominant prograrB88 customens and most of the opportunities

were concentrated in the Midudson regionKigure 24). The Market Evaluation Team confirmed that 16
small commerciatustomers had completed projettisough GJGNYEnergy Study Progran®7 were in

the “nurturing’ stage (i.e., the customer expressed interest in the program but had not yet pursued an
application), and six were in application development or further in the process.

Mid-Hudson [N 5o
Mohawk Valley | IIIEGEGG 14
New York City | I 11

Western New York[ Il 8

Central New Yorkl] 2

North Country ] 2

Long Island | 1

Southern Tier | 1

Capital Region] 1

Finger Lakes 0

Figure 24. Small commercial opportunity counts by region.

46



Interestingly, Mohawk Valley appears to have perfornsedilarly across both residential and small
commercial customer engagement. The United Way of Long Island CEA likewise indicated that they
focused on small commercial outreach becausdefatternative NYSERDA program structure in that
particular regionhowever, this focus does not seem to translate into small commercial customer counts, so
there appear to be some differences in data entry or reporting acioas.igl-Hudson Mohawk \alley,

New York City, and Western New Yorkegiors were comparatively more successful wigmall
commercialcustomers than other regions; Cornell Cooperative Extension of Dutchess QWliohty
HudsonCEAs wer e | i sted acswn dires (RERTf tldgeiscustonnencontagts
(Figure 24) for this sectarThe Market Evaluation Team interviewB)SH Buffalo(Western New York)
CornellCooperative Extension of Dutchess Couiyd-Hudson)and theCenter folNYC Neighborhoods

(New York City) TheCEA interviews suggest that the key to this success was the direct recruitment support
from L&S Energy Serviced.& S sends lists of GIGNEnergy Studyrogramsmall commerciatustomers

(who have already completeadGJGNYEnergy Studyto CEAs,intendingthe CEA to follow up with the
customer to discuss their needs for clean energy services or assistance. The ClizAdiseime customer

to the appropriate program, or helps them apply for financing through the GH@idivcingProgram
(notably separate from the GJGNEYiergy Studyrogram). Ultimately, the CEAs most effective at turning
small commercialeads into custorrs were those who followed up on the GJGERhergy Study Program

leads from L&S.

2.4.3 Overall CEA Effectiveness

Recall thatthe Market Evaluation Teautefinal effectiveness in terms of how well CEA efforts toward
engagement and outreach translate into tangible outcauels as applications, completed projects, and
leveraged fundingWhere the aforementioned topiegre covered isections2.11 2.3, the focus of this
section is on interpretive findings froBEA and KPO interviews. ®se findings arerosscutting andlow
directly into the evaluation recommendatiossdtion3).

CEA effectivenessaries byeconomicregionand organizational capacity of the CBO/LBanhd is tied to
a few key characteristics:

1 Commitment to customer service through the application(and sometimes project
implementation) process:Effective CEAs follow up with customers and NYSERDA program
staffto make sure that customers have the support they need to identify appropriate NYSERDA
programs, confirm qualifications, and move forward he &pplication process or receive the
services in which they are interest@éhile many regions saw a decline in customer activity during
the pandemicdNew York City andthe&Cca pi t al Region had cugsnplymer s
shifted from more tradibnhal outreach and engagement activities to following up on existing
contacts, customers who had previously expressed an interentligy efficiency measures,
energy audits, or clean energguipment

9 Strong local partner networks: CEAs who establishstrong local networks appear better
positioned to work with partners to leverage services and resources to host events for customer
outreach and ensure that the customer gets the services they need. Networking was a significant
theme in CEA interiews and some regions (e.g., Western New York) dedicated a significant
amount of time to partner outreachhis appears to be somewhat easier for CEAs at- high
organizational CBOs with some existing letggm partnerships. The Market Evaluation Team
internviewed aKPO who defined themselves as a competaad still considered their relationship
with the CBO to be strong due to tlsipport they have offered KPO customers over tithis (
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particular CBO also supports customers with applications to the Wieati@r Program as a
regularpart of theirofferings?®

1 Institutional knowledge: Continuity of experience or exposure to NYSERDA is a significant
factor in CEA succesCEA interviewees identified changes in staff as a factor that can affect
outreach as ewer staff build netwokand knowledge. Awareness of programs and services
offered, expertisein recommendingappropriate grants and loanand even a technical
understanding of what is required for certain projects (i.e., mold removal prior iosigation).

For exampleif the CBO has high organizational capacity (and does not necessarily need CEEP
funding to support customers in meeting their clean energy services or energy efficiency needs),
CEAs are at a greater advantage when they startdbidigm, as some level of institutional
knowledge idikely built into their training for thg@osition with theCBO.

1 Creativity: Effective CEAs find ways to work with their partners and NYSERDA to support new
and/or changing customer needs. CEA dvdgitwas highlighted in the success stories a KPO told
aboutone particular CEAdvocating for the addition of‘@aew NYSERDA project tyge(sic) so
a house could have work performed prior to the homeowner movifddnénsame CEAecurd
an interview on docal radio station to increase custoraaareness of NYSERDA prograrasd
exposure t@otential partnexin their region, which resulted in hundreds of new customer contacts

56 The Weatherization Program is run through the NYS Department of Homes and Community Renewal:
https://hcr.ny.gov/iweatherization
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3 Recommendations

This evaluation concludes that the commuiidgused model that CEEP employs has bgenerally
successfuin a number of areas, including:

T Raising awareness of energy efficienpustgmespt i ons
1 Reaching-MI houséholdsacross the state; and
1 Building working relationships with key community partner organizations thateiaforce and

expand the work that CEEP is doing.

In addition, anumber of limitation@nd constraints noteatirough interviews and surveys aetated to the
broader structureafh e housi ng mar ket paogramoNeYi®E Rd3ddresbeyende i f i C
scope of this evaluation but are noteworthy, and include:

9 Difficulty reaching residents of multifamily housing arehtal unitsdue to tke need taengage
property owners (both financially and logistically);

1 Uncertainty related to the different program cycles that govern both CEEP and the underlying
NYSERDA programs; scheduled changes in program structure can constrain the ability & nurtur
initial contacts through project completion;

1 Difficulty aligning the priorities and structure of CEEP and NYSERDA programs with the
economic structure of the energy installation market and installation contractors, who are focused
on rapid implementatioand on optimizing revenue, rather than cost savingaddition, utility
sponsored programs can in some cases intersecfwith “compet e” with) NYSEF

In addition, the evaluation findings point to three higleeel recommendations for NYSERDA to consider

across programs. While these recommendations are beyond the scope of CEEP to address independently,
CEE P’ s-pragnaro coardination role both increashe impacts of the issues addressed here on CEEP

and its operations, and places CEEP and its successor Energy Hub program in the position to provide critical
insights into improvements.

V Streamline and, where possible, integrateathy@ication process for NYSERDA programs

V Consider changes to incentives iiastallationcontractors.

V Impr ove NYSE Rbdranmstrackimgasng Salesforce so that it can effectively support
the type of program integration that CEAs represent.

3.1 Core Program Recommendations

1. Ensure that clear information about NYSERDA programs is available to CEAs and
customers including program-level promotional materials from NYSERDA for clean energy service
programs (e.g., brochures for outreach eventy; materials focused on integrated services (e.g.,
factsheets on theHome Energy Assistance Program (HEAP) Heating Equipment Repair and
Replacement (HERR) benefit program) and program application process support information.
NYSERDA contractor business darfor CEAs, pamphlets summarizing the full suite of residential or
small commercial programs, or basic presentation slides for use with partner organizations and their
customers/clients would reduce the burden on Cassmay help KPOs champion NYSERDAbgrams
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for the services they provide for custom®r¥ hese types of materials can
recognition of NYSERDA as an agency, graired with a centralized resource (like a websitigh clear
infographics (e.g., Venn diagrams or lognodels) toexplain the key steps in the application/approval
processcan further empower CEAs and KPOsanivocating fothe wide array of NYSERDA programs
available for different types of customers.

2. Design for continuity by planning for CBO and CEA turnover and designing around loss of
institutional knowledge. CEAs developing longtanding relationshipsith partners and customdekes
time and must outlive typical NYSERDA programycles butcaneasilybe disrupted by changes in the
progams terminated contracts with CBGsd byCEA turnoverNYSERDA staff should work with CEAs
to develop amore formal bidirectional reporting procedsetween NYSERDA and CEAthat provides
routine opportunities to a) inform CEAs of program updates dwaohges (new offerings, changes to
eligibility requirements), and b) confirm CEA activities, partner interactions, and project outcomes.

3. Expand documentation of customer service and CEA partnership® clarify networks and
improv e analysis of program performanceOnepossible way to collect these data is through a customer
satisfactioror partnership satisfactiaquestionnairewhich caild take the form of an informal conversation
over the phoner aweb survey received via emgailowever,CBOs also need to be consistent about their
metadata entry into the CEEP Opportunities and CEEP Engagement/Activities datBiBERDA
should standardizeracking customer service through CEAs includirigteral ecommendations across
programs (e.g., when a customer is referred outside of NYSERDA for other senwviwbgn a partner
refers a customer to CEERPartner involvement in specific projects and program level reso(gaps cost
sharg.

3.2 CrossProgram Recommendations

1. Streamline and, where possible, integrate the application process for NYSERDA programs

such as a crosprogram application using a web-basedinterface that collects and stores application

data, or, at minimum, a standardized fillable form to save applicants time when applying for multiple
programs. The mostsignificant service CEAs provide is helping customers navigate the application
process but thecurrentprocessrequires individual applications for eachogram andcan be oneroys
redundant, or confusinfpr the applicant and for the CBEWith differing dligibility requirementsacross
programsStreamlining data collection (e.qg., fillin EmPower information and have other applicatittns
populate with the information, or have a flag for what other possible programs the applicant could qualify
for based on their responses to an intake survey) or automating application status change based on
NYSERDA backend data in Salesforce would gapt even the selfeported successful CEAs by saving
time on followup.®®

2. Improve customer data tracking across NYSERDA programdo improve customer service,

reduce follow-up burden for CEAs, and facilitatereal-t i me measur ement of rCEEPOGs

impacts. The functionality of Salesforce is limited for CEAs, who areawtentlyable to access tHall

5" NYSERDA promotional materials available to CEAs are typically factsheséd and only available in English.
NYSERDA program factsheets can be founchéps://www.nyserda.ny.gov/Atut/Publications/FaeBheets

58 An additional issue is ensuring that applications are not delayed or denied due to data limitations. One CEA
shared that customers who have applied in the past may not remember (e.g., seniors), and CEAs have no way to

N

recower that information. lacustomer hacompletecdsmall projectsi nder a program with a ceil

the money in a prior award), CEAs do not have the capacity to easily find out how muchisnstilegvailable
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breadth of thesystem to determine whether customers are advancing with progstiing in frustration

for customersvho rely on the CEA aspoint of contact with the prograrand double customer data entry

where CBOs have adopted programs in addition to Salesforce to support data mandgéS8ERDA

should consider expanding access to Salesforwionality for CEAs,who may benefit from improved

customer tracking antlaving quick and usdriendly access to descriptive statistics or graphics (e.g.,
number of L MI customer |l eads in “nurturing” stage
multi-family appliants, or number of applications receiving leveraged futtdehhance their ability to

address undaepresented customer groups in their outreach.
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4 Methods

The discussion of approach is broken into the following secteurgeys CEEPprogramdata

(Opportunities, Activities, and RegionglSpecific Initiative pilotdata) interviews, and limitationdVeb
surveys (102 “other partners”) and phone surveys
they share a similar mode of data collectjsecion 4.1). CEEP Opportunitieand CEEP Activitieslata

are primary datgeneratedy CEAs andwere analyzed for summatgvel information and regional
comparisonsgection4.2). As prevously described heMarket Evaluation Team completeceth

following interviews 11 CBO/LBO initial interviews, 20 KPOs, andCEA follow-up interviews focused

onsmall commerciatustomergsection4.3). Limitationsare extensively mentioned gectiors 2.1-2.4,

andare describé@more generally her terms of their impact to data analysis and interpretdtiection

4.4).
4.1 Surveys

In addition to KPOs, CEAs were asked to identify lists of all partners working with the CBO/LBO toward
CEEP program goals. The comprehensive |ist of “ot
online survey, with a final response of 102 coetgdl surveys, representing 101 different partner

organizations, or 17.2 percent of the original universe.r@sgondentlaimed to work with two different

CEAs, so the final results include both responBeth responses are included heezauséhe respnses

are specific to the experience with the CEA, not the partner organizAfipandix D includes the list of
“other partner o n Figumre 25baow indicatgs thg total partmeoonganjzatiann d
respondents by region, which ranged fréro 18.

Southern Tier 17%
Mid-Hudson 16%
Mohawk Valley 15%
Long Island 10%
Finger Lakes 10%
North Country 9%
New York City 8%
Central New York 8%
Capital Region 5%

Western New York 4%

Figure 25. Count of "other partner" respondents by region (n=102). NYSERDA regions graphic source:
https://www.nyserda.ny.gov/Contractors/Find-a-Contractor/Community-Energy-Resource.
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A universe of 3,229 customers was identified for the customer phoreysisinga combination of
InfoGroup andNY SERDACEEPOpportunitieslata(described isection4.2). InfoGroup Inc. provides
customer data and relevant market informdtoNY SERDA and othergvernment agencies (nprofits,
small businesses, etaf)cost] nf o Gr o u p ' squeded dn thédCEBPOpporausities dataset
determine income level, housing demographic informatmmiact information (phone number), and other
customer data to limit thetal number of questiomsthephonesurvey The merged CEEP Opportunities
and InfoGroup dat@eferred to througbut the document as CEEP Opportunities datéjtated a deeper
analysis of applicant type (single family, mdiimily, LMI, marketrate) and distributiobMI populations
have houseatid incomes that are less than or equal to 80 percent of median household income for the county
where they live. Because this study aims to characterize CEEP outcomes across the entire state (median
household income in NY State is $63,486 (2019 USDhk Market Evaluation Team used the statewide
LMI threshold approximately $51,000. For the purpose of this evaluation, the Market Evaluation Team
identifies LMI customers as those meetimginfoGroup household income threshold of $49,999 or less
($51,000 alls within aninfoGroupincome range). Market rate (MR) customers are those with household
incomes of $50,000 or morEhe Market Evaluation Team stratified the customer universe by income level
(1,935 LMI customers and 1,294 MR,

Figure 26). Contacts from each income stratum were selected randomly for the phone survey. To achieve

a 90 percent confidence and 10 percent margin of error threshold, thesgangéts for LMI and MR strata

were 66 completes and 65 completes, respectively.

The Market Evaluation Team categorized customer survey respondents by a few additional attributes:
region and singlefamily dwelling (house) vs. muHiamily dwelling (apartment) (
Figure 26). RMS supplemented the survey sample for nfatiily/single family attributes. Customers
were identified as living in miti-f ami 'y housing i f the I nfoGroup hom
(n=16), wh | e “ House"” home type was ufanghdhousiog (n=1b@nt i f y
Customers are identified as living in an urban (n= 103) or rural area (n = 66) Imaged population of
their municipality (town, city), where urban municipalities have populations of 53,000 or more, and all
other municipalities are considered rfsf The customer survey data, along with the program data, are
the basis for the market evaluatidmppendix E includes the list of customer phone survey guestions.

LMI and MR survey distributions, as well as sindenily and multifamily survey distributins, were
compared against U.S. Censarsd American Community Survelataat the county level and aggregated

to the economic regional level, to give a sense of how survey data are representative (or not) of New York
populations across the statéor each eonomic region, théVlarket Evaluation Teancalculated the
proportion of theCensuspopulation falling into each income stratuioMI, MR) and compared the
percentages of each regitMl and MR survey respondentSimilarly, the Market Evaluation Team
calculated th@roportionof singlehousingunits and multifamily unitgincluding mobile unitsto compare

with the proportion osinglefamily home dweller and apartment dweller survey respasden

59 Quick Facts for New York. hited States Census. Updated 2019. Accessed on 1/20/21 at:
https://www.census.gov/quickfacts/fact/table/newyorkcitynewyork/INC110219

We wused t he CstaofwharsareBslim Nshéps:/msww.tlot.ny.gov/divisions/poliegndstrategy/darb/dai
unit/ttss/repository/nyua_uc.pdind used the list to iafm a municipalitys peci fi ¢ cut of f of 23,000 for
(https://en.wikigdia.org/wiki/List_of cities_in_New_York#:~:text=List%200f%20cities%20%20%20%20City%20,%620%2036
06576540%20%2035%20more%20rows%2ased on the smallest municipality from the urban area list (Kingston, NY).

61 While the Market Evaluation Team ultimatelyddiot include the rural vs. urban analysis in the report, it did inform data

collection. Ultimately, the regional analysis was more illustrative of patterns across NYS.
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LMI and MR customers were There were more single-family
nearly evenly split. home dwellers than multi-family

home dwellers.

Figure 26. Customer survey respondents by income stratum and dwelling type.

The Market Evaluation Team also identified respondents by their relgigaré 27). Long Island and

Mohawk Valley regions had few survey respondents

Opportunities” dataset.

Finger Lakes
Capital Region
Southern Tier
MNew York City

Western New York

Mid-Hudson

MNorth Country
Central New York

Long Island

Figure 27. Customer survey respondents by region (n=198). NYSERDA regions graphic source:
https://www.nyserda.ny.gov/Contractors/Find-a-Contractor/Community-Energy-Resource.

4.2 CEEP Program Data

The Market Evaluation Teame vi ewe d NY S E R Dtarities d&eErar? a rangepobprograms:

GJGNY Energy Study ProgranSolar for All, New York SunEmPowerNew York, AHPWES etc.The
Market Evaluation Teantombined and reviewed data for all programs and summadesdriptive
statistics(e.g., countorperent age of “opportunities”, i . e.,
opportunitystatus (i.e., application progress recordegplicant typeand elevant economic development
region Opportunitystatuses include nurturing, where the contaetliead and has nexpressedhterest in
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pursuing application to NYSERDAprograms application in development, where tB&A is actively
assisting an applicant in putting together their application or locating necessary information prior to
submission; application submitted; application approved; project contracted, where work has begun; and
project complete® Table 9 summarizeprograms with recorded opportunities at any stage of the process.

Table 9. NYSERDA programs with 50 or more opportunities (customers, applicants, and leads). Data as
of July, 2020.

NYSERDA PROGRAM DESCRIPTION CUSTOMERS,
NAME APPLICANTS, AND
LEADS
Assisted Home Offers income-qualified homeowners in New York State 2,998
Performance with a comprehensive, whole-house approach to improving
ENERGY STAR® energy efficiency and home comfort while saving
(AHPWES) money.
EmPower New York Offers no-cost energy efficiency services such as 1,421

insulation, air sealing, energy efficient light bulbs, and
replacement of an inefficient refrigerator and freezer to
low-income homeowners and renters.

NY-Sun Provides incentives and financing to make solar- 445
generated electricity accessible and affordable for all
New York homeowners, renters, and businesses. Using
solar can help lower energy costs compared to using
conventionally generated electricity. Additional program
components include training for installers and public
officials, standardized permitting processes, and
consumer education.

Residential Financing Residential Financing offers loan options to help finance 100
Options energy efficiency and renewable energy improvements

to NY State homeowners.
NYS Clean Heat - Heat pumps are a more efficient heating and cooling 94
Statewide Heat Pump option that eliminate fossil fuels, can provide up to 100
Program percent of your heating and cooling needs, and help

you save on your energy bills.
Green Jobs Green New Offers subsidized energy studies to eligible small 88
York Energy Studies businesses and not-for-profits to help identify

opportunities to improve energy efficiency and reduce
energy costs.

The Market Evaluation Team also reviewed CEEP Activities data to better characterize the level of effort
from CEAs in each region and understand this in the context of both customer and partner counts. In a few
placesthe Market Evaluation Teadeveloped scatter plot graphic to compare regional outcqifigsire

2, Figure 7, Figure 13), with normalizednumber of customers or partners on tkexis and level of fort

in hours recorded on the-axis. Number of customers was normalized by populatiorumber of
customers/totalegional population) 100,000 While the valuesould been reported in their ratio format,

the have beemultiplied by 100,00@0 support eader interpretation of the datad make the-axis of the
scatterplot figures more manageable.

A spatiotemporal analysis of activities (plotting number of hours of partner engagement, customer
engagement, and outreach activities over time) yielded tterps of note, other than the fact that COVID
interrupted all CEEP efforts in all regionghe periodbetween the start of CEEP and the start of the

62 Notably, CEAs also assist customers with applying to N¥ISERDA programs fogrants, loans, or other financial support.
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pandemiavas too truncatetbr any trends tonanifest in a visible waylhe results areot included here,
other than brief commentary on the impacts of COVID.

Finally, the Market Evaluation Team review€&EEP Regional Pilot Program ddta the section2.1.5
analysis.Projects arsummarized by their total count of participants and combined these counts with the
descriptive information received from NYSERDA Program Staff regarding project purpose and goals.

4.3 Interviews

Interviews were condued with CEAs and KPOs for the generation of contextual program and process
information.Notes on CBO/LBO and KPO responses were recovedshtimduringinterviews andvere

later qualitatively codedfor themeshby a single analyst, with regular peer chéatkamongst the Market
Evaluation Teanto validate thematidevel interpretations

The Market Evaluation Teamerformed irdepth interviews (450 minutes each) with CEAs and CEEP
program leaders from all 10 NYSERDA regions, with one additionakleighl interview in the Southern

Tier regionfor a total of 1linterviews (Table 10). Interviewswith CEAs covered a range of topics,
including types ofcustomers and partners, types of engagement activities, successes and challenges in
engaging different types of partners and custoniereraged funding, areas of improvement, and COVID

19 impacts to outreach.

Table 10. CBO/LBO interviews conducted.

Primary Contractor Organization* | REGION

PathStone Corporation Finger Lakes
Cornell Cooperative Extension Dutchess County Mid-Hudson
Mohawk Valley Economic Development District, Inc. (MVEDD) Mohawk Valley
Affordable Housing Partnership Capital Region
Cornell Cooperative Extension Tompkins County North Country
Cornell Cooperative Extension Tompkins County Southern Tier
Cornell Cooperative Extension Tompkins County Central New York
Center for NYC Neighborhoods New York City
PUSH Buffalo Western New York
United Way of Long Island Long Island

*Note: Primary contractor organization for each region has a contractual relationship with NYSERDA. The list above
does not include subcontractor organizations who also serve as CEAs in some regions.

Each CEA waslsoasked to identify three KP@terview candidate® provide an outside perspective on

the pogram; three KPO contacts per each of 10 @BOs resulted in a total universe of 30 KPOs. Toward

that end, the Market Evaluation Team also performedejth 30-minute interviews with 20 KPOs, a
sample size which achieves 90 percent confidence with témenargin of error. For reporting purposes,
KPOs have been ddentified up to organization type due to some interviewee concerns about anonymity
(e. g., some interviewees’ o r Jable 11fists KiPotypes anddinke i v e
them with both region and CEA.
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Table 11. KPO interviews conducted.

PO TYPE CEEP CONTRACTOR REGION
Non-profit Affordable Housing Partnership Capital Region
Contractor Affordable Housing Partnership Capital Region
Non-profit Affordable Housing Partnership Capital Region
Non-profit Cornell Cooperative Extension of Tompkins County Central New York
Non-profit PathStone Corporation Finger Lakes
Contractor PathStone Corporation Finger Lakes
Non-profit PathStone Corporation Finger Lakes
Utility United Way Long Island
Utility United Way Long Island
Government/Municipal Cornell Cooperative Extension Dutchess County Mid-Hudson
Non-profit Cornell Cooperative Extension Dutchess County, Mid-Hudson
Government/Municipal Mohawk Valley Economic Development District, Inc. Mohawk Valley
Non-profit Mohawk Valley Economic Development District, Inc. Mohawk Valley
Government/Municipal Center for NYC Neighborhoods New York City
Non-profit Cornell Cooperative Extension of Tompkins County North Country
Contractor Cornell Cooperative Extension of Tompkins County North Country
Government/Municipal Cornell Cooperative Extension of Tompkins County Southern Tier
Government/Municipal Cornell Cooperative Extension of Tompkins County Southern Tier
Non-profit Cornell Cooperative Extension of Tompkins County Southern Tier
Non-profit PUSH Buffalo Western New York

Small commerciatustomers represent the smallest portion of customer leads in the@iBRUNities
databaseGJGNY Energy Studys the program receiving the greatest proportion of customer applications
within the small commerciakcustomer subset, she Market Evaluation Tearmvestigated thesmall
commercialcustomer recruitment process through GIJGNY Energy StudyProgram spedically. The
Market Evaluation Teannterviewedthree CEAs with CBOs that have had some measure of success in
engagingsmall commercialcustomers(Dutchess County Cornell Cooperative Extension in the-Mid
Hudson region, PUSH Buffalo in Western New Yorkg gme Center for NYC Neighborhoods in New York
City), two NYSERDA GJGNYEnergy StudyProgram Staffin a group interview) and NYSERDA'’
GJGNY Energy Study programrimaryimplementatiorcontractor, L&S Interviews were approximately

60 minutes each, agppendix B includes the list of questions femall commercialollow-up interviews.

The purpose of the followip interviews was to determimghere customer recruitment bottlenecks exist
and why.

4.4 Limitations

Discussion ofdata limitations follows the same order as the previous sections (surveys, CEEP Program
data, and interviewsRlease refer teections2.1-2.4 for a more specific analysis of data limitations.

Customer survey samples were drawn from the CEEP Opportunities data, augmented by Infogroup data.
As mentioned throughout section 2, CEERpGunities datappear to be inconsistent across regions. For
example cost share dataas missing entirely from two regions, and appeared to be inconimetehird
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region. Inconsistent data entry may have had an impact on survey sampéngfoGroy data likewise

had its limitationsinfoGroup data were used to determine income level and housing demographics, but the
data are occasionally outdated given in a format that is inconsistent with data ne€ds.example,
household income is given in D00 ranges between $20,000 (below which household incomes are listed
as “less than $20,000”) and $200, 000 (above which
with no additional specificitypeyondthe maximum and minimum. The urban/ruraknation is up for
debate in spatial analytical circles; it seems that the more straightforward the definition (e.g., by county),
the higher the margin for error. The more nuanced the definition (e.g., Census-iBeradied urban
areas), the more chahging it is to apply to a dataset in a clear widye Market Evaluation Teaadopted

a hybrid approach by identifying a municipaligpecific population cutoff informed by Census Bureau
identified urban areas; thus, the urban/raralysis was ultimatglexcluded from the body of this report

in favor of the economic regidevel analysis.

Customer srvey data limitations alsimclude:

9 Customer grant or loan data are sefforted, and many customers did not recall or did not see the
grant or loan amount because it went directly to the energy contractor.

1 Because the CEEP Opportunities data did not include information about arstener
interaction, the Market Evaluation Team included survey questions to try and piece together the
connection between partners and customer applications/projects completed (to address evaluation
sections2.2.4and 2.3.2; however,very few customers offexd additional insights in the open
ended reponse about who supported them in their application or in completing their project.

1 A positive response bias from customers who have completed projects with NYSERDA funding.
With a majority of customers reporting that they had a completed project, they darnot
representative of the overall CEEP Opportunities

Whil e CEAs’ “ot her partner srespoaded to the suragthé Matket NY SER
Evaluation Teameceived 10 or fewer responses from eight regions, with the smallest number of responses

from Western New York (4 totalT.herefore, survey responses were not representative of the overall partner
lists. In some cases, the survey responses revealethteatt* ot her partner” did not
at all, or had no memory of working with thepreviously Ultimately, KPO interviews were important for

filling in context, as opewnded responses from the survey were occasionally limited.

CEEP Opportunities data limitations are described througtasitreport, but a few items are worth
underscoring here:

1 The dataset contain® systematiceportingfor partnercustomer interactigrthis means that there
is no traceable connection betwespecific partnersand number o€ EEP customersgjainedfrom
the specificpartner relationship

1 Information about loan and grant application outcomes are often limited to the description column
unless theproject was complete, under contract, or the apjpicatvas rejected because the
customer wageligible.

1 Information about cost share is limitéoldollar amounty source of cost share (categorized by
organization typg for example, there is no clarifying information about which NYS agency,
municipality, or norprofit organization is providing grant funding.
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Appendix A. Evaluation Questions

Table 12. Evaluation questions and corresponding data sources.

OBJECTIVE

EVALUATION

QUESTION

CEA INTERVIEW
QUESTIONS

KPO INTERVIEW
QUESTIONS

OTHER PARTNER
(ONLINE) SURVEY
QUESTIONS

CUSTOMER (PHONE)
SURVEY QUESTIONS

NYSERDA PROGRAM
DATA FIELD(S)

Determine
effectiveness of
CEEP
Contractor
outreach

1. Did LMI and market-
rate households, small
businesses and
multifamily building
owners participate in
clean energy activities
after outreach?

1 What kind of consumersdo |
you engage? (single family,
multi-family, commercial
business owners?)

1 What do your base outreach
activities usually consist of?

1 What are you doing toreach 1
different consumer types?

1 Uptake or adoption of clean
energy technologies and 1
energy efficiency measures
by LMI communities is one
area that NYSE
CEEP program is especially
committed to improving. Do
you or your partner
organizations engage LMI
communities, specifically?

What strategies for
outreach do you
typically use? (e.g.,
phone calls, tabling at
events, mailers,
webinars, etc.)

What outreach
strategies have you
worked with [CEA] on?
What programs were
most used among LMI
participants?

1 Not covered in other
partner surveys.

1 Please indicate which of
the NYSERDA programs
have worked with you on
clean energy projects in
your home, small business,
or non-profit. If you have
participated in more than
one program, please
identify the program from
which you received the
most work to your home or
business.

9 Customer Type and
application 'stage'/'status'.
Use: Summarize and
potentially stratify
customers into Residential,
Small Commercial, Market
rate, Not-for-profit, and
Multifamily

2. How many participants
are Afirst t
energy project
implementers?

1 What are you doing toreach |
different consumer types?

1 How do you target or try to
reach people who haven't
been reached before?

How are you reaching

new people (i.e., people
havenodt

wh o
reached by the
program)?

Has the relationship or
the collaborative
activities led to
increased outreach
activity (i.e., are you
reaching more people
as a result of the
relationship)?

1 Not covered in other
partner surveys.

1 Was this your first time
participating in a home
energy audit, energy
efficiency measures, or
clean energy project?

1 No data point in CEEP
program datasets.
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NYSERDA PROGRAM
DATA FIELD(S)

OTHER PARTNER
(ONLINE) SURVEY
QUESTIONS

1 Not covered in other

KPO INTERVIEW
QUESTIONS

CUSTOMER (PHONE)
SURVEY QUESTIONS

CEA INTERVIEW

QUESTION QUESTIONS

OBJECTIVE ‘ EVALUATION

3. How many loan 1 Not covered by the CEA 1 Not covered by KPO 1 Did you receive a loan in 1 CEEP opportunities with

applications were

facilitated through CEAs?

interviews.

interviews.

partner surveys.

order to work on the home
energy audit, energy
efficiency measures, or
clean energy project?

a CEA and Cost-share
loan column, Cost Share
T Loan Use: Count
unique
customers/projects that
have received loans. This
assumes that loan
applications were
facilitated through the
LBOs, which might not
necessarily be the case.

4. How much leveraged 1 Not covered by the CEA 1 Have you been able to Not covered in other  § Future grant or loan 9 Cost Share (excluding
funding was used? interviews. leverage funding along partner surveys. amounts are typically "Loan" category). Use:
with the CEA to help based on accurate Sum across other Cost
people get the information about past Share fields to determine
resources they need for averages. Please write the how much leveraged
energy projects? amount of the grant or loan funding was used.
received. (numerical open
ended)
5. What type of regional Regional programming is 1 Not covered in KPO Not covered in other  § Not covered in customer 1 NYSERDA Program,
pilot programs were another area that interviews. partner surveys. survey. Other NYSERDA
implemented? NYSERDAGs CEEF Program, Other Program.
is especially interested in
improving. How successful
have regional efforts been
in the past?
Monitor clean 6. Which other What partner organizations 1 What is the specific Check ONE 1 Not covered in customer 1 No data point in CEEP
energy organizations did LBOs do you work with? mission of your response that best survey. program datasets.
relationships develop relationships What organizations have organization and where describes your
built within the with? you had the greatest does your partnership organization.
community successes with? (top 3) with the CEA fit into Check ONE
that? response that best
1 How does your describes your
relationship with the relationship with
CEA compare to other [CEA].
relationships you may
have?
1 What other

organizations are you
working with?
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OBJECTIVE ‘

EVALUATION
QUESTION

CEA INTERVIEW
QUESTIONS

KPO INTERVIEW
QUESTIONS

OTHER PARTNER
(ONLINE) SURVEY

CUSTOMER (PHONE)
SURVEY QUESTIONS

NYSERDA PROGRAM
DATA FIELD(S)

7. What synergies were
realized as a result of
these relationships?

1 What kind of outreach and

engagement activities do
[your partners] usually do?

1 What makes a good

partnership, and what are
the barriers you encounter?

1 Has your organization

received feedback from
partner organizations, and
what are the major themes,
both positive and negative?

1 What is the nature of

your relationship with
the CEA? Do you refer
customers? Do you
collaborate on
outreach?

1 What relationship

successes have you
had?

1 What synergies were

identified as a result of
this relationship? For
example, cross-
references or program
referrals?

1 Has working with the

CEA been beneficial?

1 Is the relationship

reciprocal?

1 How do energy

QUESTIONS

1 Not covered in customer
services, like home survey.
energy audits, heat

pump installation,

energy services,

clean energy

technologies, fit into

your mission?

Please select ONE.

1 No data point in CEEP
program datasets.

8. Did partnerships
between local
organizations lead to
increased outreach
activity?

1 What makes a good

partnership, and what are
the barriers you encounter?

1 What organizations have

you had the greatest
successes with?

1 What do you think have

been the greatest
successes of your work in
connecting consumers to
resources?

1 What kind of outreach and

engagement activities do
[your partners] usually do?

1 What outreach

strategies have you
worked with [CEA] on?
(what strategies have
been most successful
and why? What
strategies have not
been successful and
why?)

1 Has the relationship or

the collaborative
activities led to
increased outreach
activity (i.e., are you
reaching more people
now than you were
before, as a result of the
relationship)?

1 Check ONE

1 Not covered in customer
response that best survey.
describes your

relationship with

[CEA].

1 Do you refer

customers to [CEA]?
Check ONE.

1 What benefit has

your organization
received from this
relationship? Check
ALL THAT APPLY.

1 No data point in CEEP
program datasets.
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EVALUATION
QUESTION

CEA INTERVIEW
QUESTIONS

KPO INTERVIEW
QUESTIONS

OTHER PARTNER
(ONLINE) SURVEY

CUSTOMER (PHONE)
SURVEY QUESTIONS

NYSERDA PROGRAM
DATA FIELD(S)

OBJECTIVE ‘

QUESTIONS

9. Did partnerships 1 What makes a good 1 Has the relationship or 1 Not covered in 9 Not covered in customer 1 CEA auditi link between
between local partnership, and what are the collaborative ot her par survey. CBO and audit
organizations lead to the barriers you encounter? activities led to survey. contractor/leads data
increased project 1 What organizations have increased numbers of points. Note: these are
implementation? you had the greatest people completing clean contractor specific.
successes with? energy or home energy
| What do you think have efficiency projects?
been the greatest 1 Are more customers
successes of your work in receiving assistance
connecting consumers to with clean energy
resources? applications?
1 What kind of outreach and
engagement activities do
[your partners] usually do?
Process 10. What types of partner  § What makes a good 1 Have you been able to 1 Check ONE What organization, if any, 1 No data point in CEEP
evaluation organizations led to more partnership, and what are leverage funding along response that best assisted you with the loan program datasets.
leveraged funds? the barriers you encounter? with [CEA] to help describes your or grant? [open ended
1 Are there barriers in the way people get the organization. response]
of relationships preventing resources they need for
them from working as well energy projects? (What
as they could? types of relationships
f What do you think have led to more leveraged
been the greatest funds?)
successes of your work in
connecting consumers to
resources?
11. What types of 1 Uptake or adoption of clean  { Not covered in KPO 1 Check ALL Was this your first time 1 Opportunity Name,
activities/partnerships energy technologies and interviews. responses that participating in a clean NYSERDA Program,
were most successful at energy efficiency measures describe the energy project? STATUS. Use: Link with
gaining and retaining by LMI communities is one customers or clients If you have participated in InfoGroup data to make
new LMI participants? area that NYSE you work with. one or more of the listed sense of LMI vs. Market
CEEP program is especially NYSERDA programs, did Rate customer
committed to improving. Do you complete the project? participation.
you or your partner If you did NOT complete
organizations engage LMI the project, please describe
communities, specifically? the reason. [open-ended
1 Do you or your partner response]

organizations have targeted
strategies for reaching
people in multi-family
housing or apartment
buildings?

Are you considering home

energy efficiency or clean
energy services in the
future?
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EVALUATION
QUESTION

CEA INTERVIEW
QUESTIONS

KPO INTERVIEW
QUESTIONS

OTHER PARTNER
(ONLINE) SURVEY

CUSTOMER (PHONE)
SURVEY QUESTIONS

NYSERDA PROGRAM
DATA FIELD(S)

OBJECTIVE ‘

12. What
services/programs were
the most used among
LMI participants?

1 Are your partner
organizations directing
consumers to particular
NYSERDA programs?

QUESTIONS

1 What programs were 1
most used among LMI
participants?
(specifically interested
in the NYSERDA
programs, but if they
have other answers to
this, programs that
couple well with
NYSERDA programs,
thatds fine

Please identify
which programs you
refer customers to. If
you canot
the program name,
briefly describe the
program focus
instead. [Open-
ended response]

1 Please indicate which of
the NYSERDA programs
have worked with you on
clean energy projects in
your home. Check all that
apply.

1 Opportunity Name,
NYSERDA program
indicated in program data,
filtered by income
threshold data from
InfoGroup.

13. How can initiative i
efficiency and

effectiveness be

improved?

What challenges does your
organization face in working
to improve consumer
uptake of clean energy
technologies and energy
efficiency improvements?

1 Bonus: Is there anything
else you want NYSERDA to
know?

1 What could be done to 1
improve the efficiency
and efficacy of the
program(s)?

Describe your
relationship to
[CEA]. Is the
relationship working
as well as it should
in providing people
with access to home
energy assistance or
clean energy
services?

If not, what is in the
way of ensuring that
customers receive
these resources?
How can the
relationship with
[CEA] better benefit
your organization?
[Open-ended
response]

1 What about your
experience could be
improved?

1 No data point in CEEP
program datasets.

14. Are there data

documenting participant
satisfaction with different
aspects of the program?

1 Not covered by the CEA
interviews.

1 Do you document 1
customer satisfaction
with this/these
programs?

Not covered in other
partner survey.

1 Customer satisfaction is
important to NYSERDA.
Please indicate your level
of agreement with the
statements. Response
options are as follows:
Does not apply, strongly
disagree, somewhat agree,
neither agree nor disagree,
somewhat agree, strongly
agree.

1 Probability (%), Stage,
Next Step, Description.
Use: Status of projects
and narrative descriptions
can identify projects that
are more or less
frequently completed.

63



OBJECTIVE ‘ EVALUATION CEA INTERVIEW KPO INTERVIEW OTHER PARTNER CUSTOMER (PHONE) NYSERDA PROGRAM

QUESTION QUESTIONS QUESTIONS (ONLINE) SURVEY SURVEY QUESTIONS DATA FIELD(S)
QUESTIONS
15. What are the key 1 What challenges does your 1 Are there key barriers in  { Are there barriers in 1 What about your 1 No data point in CEEP
barriers to participation in organization face in working the way of success? the way of building experience could be program datasets.
the program? to improve consumer And, if so, what do you the relationship or improved? | will read a
uptake of clean energy think could be done to working with [CEA]? series of statements about
technologies and energy address those barriers? Please identify customer experience.
efficiency improvements? possible barriers in Please indicate your level
1 Are split incentives an issue the way of of agreement with the
in multi-family consumer relationship-building statements. Response
uptake of improvements? or serving options are as follows:
1 How do you deal with split clients/customers. Does not apply, strongly
incentives? Check ALL THAT disagree, somewhat agree,
 Regional programming is APPLY. neither agree nor disagree,
another area that somewhat agree, strongly
NYSERDAGs CEEF agree.

is especially interested in
improving. How successful
have regional efforts been
in the past?
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Appendix B. CBO/LBO Interview Materials

x INTERVIEW OUTREACH EMAIL - CEAs*
*To be emailed by Bianca Shaw, CEEP Project Manager at NYSERDA

Subject: ACTION REQUIRED- Seeking Your Input
Good Morning,

NYSERDA is reaching out to several organizations in atfastaround project aimed at evaluating the
effectiveness of the Community Energy Engagement Program (CEEP). NYSERDA withteoidews
~30-45 minutes in length and focus on the following topics:

- How organizations leverage funding from multiple programs and other organizations for customers,
and the relative success of those efforts;

- Program success and effectiveness, espgeidlere comprehensive or overlapping services
encouraged participation;

- Areas for potential improvement, and resources required to implement these changes;

- Partner organization and customer satisfaction with CEEP;

- Barriers to customer and/or partner orgation participation in CEEP and other programs, and ways
of overcoming these barriers; and

- The challenges facing underserved and disadvantaged communities and shifting programmatic focus
to meeting needs for housing, health, and warmth, especially troigOVID-19.

Your feedback is critical to informing the evaluation of CEEP. NYSERDA would like to schedule a 30 to
45-minute interview with you or someone in your organization, such as a Community Energy Advisor at
a mutually available date and time hretnext few weeks. To proceed with scheduling, please reply to
contractor Bonni Nelson (BonniN@rmsresults.com, copied here), with Research Marketing and
Strategies, Inc. (RMS), and indicate your general availability.

Thank you for your help in this effor

Regards,
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x CEEP LBO/CBO INTERVIEW GUIDE
Notes for NYSERDA:

1 Questions listed ibold text are critical questions.
1 Plain text questions are likely to be addressed naturally during the cotingecofhversation; if
not, IEc will ask as followup questions.

Introduction [~5 mins]

We are contracting with the NYSERDA Community Energy Engagement Program (CEEP) to evaluate their
program in the context of future investment. As you know, many howselod communities are not
aware of clean energy opportunities that are available to them. In other cases, they experience financial
barriers that prevent them from seizing these opportunities. This is especially true-tofnmaerate

income (LMI) consurars. These LMI consumers also tend to pay a larger share of their income towards
energy costs, so they stand to benefit greatly from the implementation of clean energy actions. As a
constituencybased organization/localyased organization, you play atigal role in helping to match
consumers to programs from which they could benefit. The purpose of this interview is to learn about you,
your program, and how you are connecting consumers with clean energy opportunities. In addition,
NYSERDA is interesteth (a) the support you are offering to communities in which you operate, and (b)
your working relationship with other partner organizations that help you in this work.

1. Can you tell us a little bit about your program?

a. What do you do and how long have ymeen with the program?
2. What kinds of consumers do you engage?

a. Single family, multi-family, commercial business owners?

Partner Organizations [~20 to 25 mins]

3. What partner organizations do you work with?
4. What kind of outreach and engagemenactivities do they typically do?
a. Are your partner organizations directing consumers to particular NYSERDA programs?
b. What consumers are they engaging?
c. How are they reaching out to different consumer types?
5. What makes a good partnership, and what are the baiers you encounter?
a. What organizations have you had the greatest successes WitfTop 37?)
b. Are there barriers in the way of other relationships preventing them from working as
well as they could?
c. What would you suggest to improve those relationshipsudbat, could change?
6. Do you make efforts to leverage funding for multiple programs and organizations for
customers?
a. How successful have those efforts been?
b. What challenges prevent the success of those efforts?
c. What can be done to make those effantse successful?
7. Has your organization received feedback from partner organizations, and what are the major
themes, both positive and negative?

Consumers [~20 to 25 mins]

8. What do your base outreach activities usually consist of?
a. What are you doing to reaclifferent consumer types?
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10.

11.

12.

13.

14.

i. Does your outreach differ for muf@mily consumers, for instance?
ii. How would you describe community reception of outreach efforts?
b. Are there any significant barriers to consumer participation?
How do you targetortrytoreachppeopl e who havendét been reached b
a How do you structure partnerships to reach *
b. Do you or your partner organizations follow up with consumers to see if they went through
with energy consultations or installations?
Uptake or adoption of clean energy technologies and energy efficiency measures by LMI
communities is one area that NYSERDAGOGs CEEP proc
improving. Do you or your partner organizations engage LMI communities, specifically?
a. Do you or your partner orgamitions have targeted strategies for reaching people in-multi
family housing or apartment buildings?
b. How successful have outreach efforts been?
Regi onal programming is another area that NYSERI
interested in improving. How succssful have regional efforts been in the past?
a. What region did your organization work in prior to the CEEP contract?
b. Do you feel you have the resources to reach your entiseonomicregion?
c. Do partner organizations aid or hinder regional programming?
How has COVID-19 impacted your outreach to consumers?
How has COVID19 impacted the response of consumers to this outreach?
New customers in particular?
LMI communities in particular?
Has your organization adopted any new or creative strategies to continue to ete
customer needs during COVID19?
e. What kinds of strategies do you see being useful in meeting more critical needs, such as
housing, safety, and health?
What do you think have been the greatest successes of your work in connecting consumers to
resources?
a. How do you measure successes in the program?
i. What factors drive success or failure?
What challenges does your organization face in working to improve consumer uptake of clean
energy technologies and energy efficiency improvements?
a. Are splitincentives an issue in multifamily consumer uptake of improvements?
b. How do you deal with split incentives?
c. What, in your estimation, could be done to address these challenges or otherwise improve the
program?

coop

Wrap -Up [~5 mins]

15.

What is your overall level ofsatisfaction with CEEP?
a. What could be done to improve your level of satisfaction with CEEP?

16. A next step in this process is to interview partners organizations, to understand how outreach

is working from that end. Would you be willing to facilitate introductions to your partner
organizations?
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x OUTREACH EMAIL FOR SMALL COMMERCIAL IN-DEPTH INTERVIEW WITH CEAs
Subject: Follow up NSYERDA interview
Hello,

As you know, the New York State Energy Research and Development Authority (NYSERDA) is
performing a research study to learn about local collaborations and outreach for installing energy
efficiency measures, conducting home/building energy assessmenimpéementing other energy
services.

You or someone else at your organization participated in an earlier interview aimed at helping
NYSERDA learn about what they can do to improve participation in their energy programs, improve the
customer experience, @molster support for customers. NYSERDA has identified your organization is
particularly effective in recruiting customers fmallcommercial programs like Green Jobs Green New
York.

The purpose of this interview is to have a candid conversation about your experiersraalith
commercialcustomers, from recruitment through the application pro&mall commerciatustomers
represented a small fraction of the total Community Energagement Program (CEEP) outreach and
engagement, so NYSERDA is interested in hearing from you about best practices.

We would like to schedule Bhourfollow-up interview with the CEAs who work for you at
[COMMUNITY BASED ORGANIZATION] at a mutually avdable date and time in the next few week
or so. Please let us know about your general availability.

Thank you for your help in this effort.

Regards,
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x  SMALL COMMERCIAL FOLLOW -UP: CEA IN-DEPTH INTERVIEW GUIDE

Notes for NYSERDA: ESTIMATED TIMEs 60 MINUTES.

Introductory Script : As you already know, we are contracting with the New York State Energy
Research and Development Authority (NYSERDKY.SERDA has identified your organization

as having comparative success in recruiting commercial and industrial customers for programs
suchas Green Jobs Green New YORYSERDA is interested in learning about what you would
consider “best pamallconimereaustomers, recommmendationstfor athgr
CEEP contractors, and recommendations for NYSERDA to bolster the suppogsanctes

available to this type of customer. The purpose of this interview is to have a candid conversation
with you about your experience with tBGNY customer recruitment.

1. Are you engaging with commercial business owners;profits, or multifamily building
owners?
a. What kinds of outreach and engagement activities are you doing to reach these types of
customers?
b. What NYSERDA programs are you connecting them with?

i. Commercial Tenant Programsupports tenants, landlords, and industry
consultants in improving leased spaces through thoughtful design, proactive
maintenance and operations, and actionable plans to reduce energy consumption
over the | ife of a | ease. The program c¢
eligible professional seice fees.

ii. Energy Storage— provides access incentives and technical resources for
installing energy storage for businesses.

iii. Energy Study Aggregation Program- explores innovative and streamlined
approaches for providing objective energy efficiency ssithecommercial
facilities. Through the aggregation of participating commercial facilities into a
portfolio of efficiency studies, the program will assess whether commonalities
across the facilities can make assessing energy efficiency opportunities less
costly and more timely.

iv. Flexible Technical Assistance Program- shares the cost to produce an
objective, sitespecific, and targeted study on how best to implement clean
energy and/or energy efficiency technologies.

v. On-site Energy Manager—program pays gortion of salary for an energy
manager ossite.

vi. Strategic Energy Management an online course focusing on energy savings.
Companies may send a representative to attend, focuses on saving energy.

2. Where do you find yousmall commerciatustomer leads2(g., Community Fairs or networking

events, partner organizations)
a. What kinds of strategies do you usually employ to recruit/nurture/ersyagiée
commerciakcustomers for GJGNY and othemall commerciaprograms?
b. How has COVID19 impacted thesstrategies and overall
recruitment/nurturing/engagement of GJGHIviall commerciatustomers?
3. How do your GIGNYdmall commerciatecruitment/nurturing/engagement strategies align with
or differ from strategies you use for working with customers for resaléY SERDA
programs?

69



a. For example, do you use a different engagement process, or target different kinds of

events?

b. In other words, ismall commerciatecruitment structured into your regular engagement

activities?

c. What is working well?

d What i smgwell?wor kin

e. How can process efficiency and effectiveness be improved?

4. Last time we interviewed someone from your organization, we discussed partnerships that aid
you in customer outreach and community networking. You also shared with us a long list of
partnerswho are associated with CEEP work. Do you collaborate with any of these partners on
small commerciabutreach, in particular?

a. E.g.: Regional councils, municipal offices, chambers of commerce, or local coalitions

geared toward sustainability?

5. Therearemoe customer | eads | isted with the “nurtur
steps. This is true for your organization, but also for others. Can you describe any process
bottlenecks or other challenges you notice in this process?

a. Please describéé success rate for converting leads to applicantniall commercial

programs.

b. Based on our data, it appears that msmyll commerciatustomer leads do not make it
through to the actual application stage of the process. This is confirmed by GJGNY data,
where a sample subset of customers actually applied and had projects completed. In your
experience, why do people drop out of the prege®r to application stage?

How has COVID impacted the actual application process?

d. What will need to change in your process poStVID? For example, a few CEAs we

spoke with have committed to individual follewp calls or emails with customer leads to
see if folks are willing to take the plunge on clean energy services.
i. Do you plan on shifting more to the online space for engagement and customer
follow up? I s this something you’ve alr
ii. Do you have thoughts about how to tailor communicatiorssrtall businesses
who have suffered economic losses from COVID changes to consumer demand
and the retail experience?

6. Are manysmall commerciatustomers firstime applicants for clean energy services, or have
they been informed about clean energy progrdmmmigh another kind of program (e.qg.,
residential NYSERDA program or utility program)?

7. What advice would you offer to other CEAs who are struggling @rithll commcercial
outreach?

8. Is there anything else you wish to discuss about this topic?

o
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Appendix C. Key Partner Interview Materials

x INTERVIEW OUTREACH PHONE/EMAIL SCRIPT FOR KPO*
*Red text denotes a need to ins€fEA NAME into the script.

Hello,

The New York State Energy Research and Development Authority (NYSERDA) is performing a research
study tolearn about local collaborations and outreach for installing energy efficiency measures,

conducting home performance assessments, and implementing other energy $€fwicé5AME (s) at

CBO] has identified your organization as having a key working relationship with them in their work of
connecting customers with needed energy services in the region. Would you be willing to speak with us
about your organi zat i on inermalongahermagintavied? r el ati onshi

Interviews are expected to take no longer than 30 minutes, with 15 short questions. The purpose of the
exercise is to help NYSERDA to learn about what they can do to improve their energy services programs,
bolster the edcation, outreach, and resources available to customers, and support organizations like
yours.

Please let us know if you would be willing to interview with us virtually and we can set up a time that is
convenient to your schedule. Thank you!

Regards,
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x KEY PARTNER ORGANIZATION IN -DEPTH INTERVIEW GUIDE
Notes for NYSERDA:

1 RED TEXT Denotes a need to insert CEEP contractor name into interview Guide
1 [Probe] Indicates a follow up if interviewee does not provide details.
1 ESTIMATED TIME: 30 MINUTES.

Introductory Script : We are contracting with the New York State Energy Research and
Development Authority (NYSERDA). NYSERDA is interested in learning about local
cooperative relationships and outreach for installing energy efficiency measures,

conductirg home performance assessments, and implementing other energy services.

[CEA] has identified you/your organization as a key partner in their work of connecting
customers with clean energy services in the region. The purpose of this interview is to

help NYSERDA to learn about what they can do to improve their energy services

programs, bolster the resources available to customers, and support both their contractors
and contractor s’ peer organizations in the
Do you have anguestions fousbefore we begin?

Nature of the Relationship

1. How did your relationship withCEA] start?
a. [Probe] How long have you been working together?
2. What is the nature of your relationship WitbEA]?
a. [Probe] Do you refer customers?
b. [Probe] Do you collaborate on outreach events?
3. What is your specific mission of your organization, and where does your partnershifgidth
fit into that?
a. [Probe] How does your relationship wiflCEA] compare to other relationgls you may
have?
b. [Probe] What other organizations are you working with?
4. What synergies were identified as a resulihig relationships? For example, cross references or
program referrals, events, knowleegfgaring or peeto-peer learning.
Has working withf CEA] been beneficial? Is the relationship reciprocal (gindtake)?
What relationship successes have you had?
7. Are there key barriers in the way of success? And, if so, what do you think could be done to
address those barriers?

o o

Strategies for Outreach

8. What strategies for outreach dou typically use? (e.g. phone calls, tabling at events, mailers,
webinars, etc.)
9. What outreach strategies have you worked WithA] on?
a. [Probe] What strategies have been most successful? Why?
b. [Probe] What strategies have not been as successful? Why?
c. How could[CEA] better support your organization in outreach?
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10.
11.
12.

13.
14.

15.

16.

Has the relationship ohé collaborative activities led to increased outreach activity (i.e., are you
reaching more people now than you were before, as a result of the relationship)?

How are you reaching new people (i.e., peopl e

Has he relationship or the collaborative activities led to increased numbers of people completing
clean energy or home energy efficiency projects?

a. [Probe] Are more customers receiving assistance with clean energy applications?

How has the relationship withéfiCEA] benefitted you?

Do you refer your customers to clean energy assistance programs?

a. [Probe] If so, are any of these NYSERDA programs?
i. Which ones? For instance, the EmPOWé&R Assisted Home Performance

have more complicated application processes and NYSERDA has partnered with
Contractors in each of 10 regions to help guide customers through the application
process, but other programs like HEAP or Solar for All may regege |
assistance.

b. What programs were most used among LMI participants? (specifically interested in the
NYSERDA programs, but if they have other answers to this, programs that couple well
with NYSERDA programs, that’'s fine too)

c. Do you document customer s#istion with this/these programs?

i. Are these data something you would be willing to share with us? [follow up via
email]

Leveraged Funds and Services/Program Needs

Have you been able to leverage funding along yithA] to help people get the resources they
need for energy projects?

a. [Probe] What types of relationships led to more leveraged funds?
What could be done to improve the efficiency and efficacy of the prdgja
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Appendix D. Other Partner Survey Materials

x OUTREACH EMAIL TO O6LITES6 PARTNER ORGANI ZATI C
SURVEY INVITATION

Subject: NYSERDA seeks your feedback about collaboration
Hello,

TheNew York State Energy Research and Development Authority (NYSERD#Erforming a

research study to leaabout locakollaborationsaand outreach for installing energy efficiency

measures, conducting home performance assessments, and implementinueoglyesezvices

Your organization’s work and mission have bee
connecting customers with needed energy services

You have been invited to participate in a brief (five to seven minutes, 10 questiding)

survey, aimed at helping NYSERDA learn about what they can do to improve participation in
their energy programs, bolster the resources available to customers, and support organizations
like yours.

The survey is designed to be completed in a sisigiag, but you can stop and return at a later
time if necessary. You may exit the survey at any time if you feel uncomfortable.
Please follow this link to participate:

Regards,
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60 OT H BPRRTNER ORGANIZATION ONLINE S URVEY INSTRUMENT

Notes for Programmer:

1 [Indicates the need to have a logic in place to pull contractor from the correct region, based on the
participant response to Q1]
1 Below is the list of 10 CEEP Contractors and their regions. Please use this ksttéothe iFfill
logic for the questions witfRED TEXT] in brackets.

REGION(S) CEEP CONTRACTOR

Finger Lakes PathStone Corporation

Mohawk Mohawk Valley Economic

Valley Development District, Inc.

Mid-Hudson Cornell Cooperative Extension

Dutchess County

North Cornell Cooperative Extension of

Country Tompkins County

Southern Tier Cornell Cooperative Extensiaf

Tompkins County

Central New Cornell Cooperative Extensiaf

York Tompkins County

New York Center for NYC Neighborhoods

City

Western New PUSH Buffalo

York

Capital Affordable Housing Partnership

Region

Long Island United Wayof Long Island
9 Directional buttons >> Tell the respondent to advance to the next question.
C Checkbox indicates check all that apply (language in question will mirror option type)
0 Open bubbleindicates select one (language in question will mirror this option type)

Survey begins on the following page
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TITLE: NYSERDA Community Partners Survey

Screening Question
The New York State Energy Research and Development Authority (NYSERDA) is cmgduct
research to learn about local cooperative relationships and outreach for installing energy efficiency
measures, conducting home performance assessments, and implementing other clean energy
services. You or your organization was identified by a NYSERD#tractor as a collaborator in

the work of connecting customers with clean energy services and assistance programs in the region.
The purpose of this survey is to help NYSERDA to learn about what they can do to improve their
energy services programs, bi@r the resources available to customers, and support both their
organi
of questions is aimed at evaluating your experience with the NYSERDA Community Energy
Advisor in your region.

contractors

and

contractors

peer

The following survey is 10 questions long, and estimated to take ¥ minutes.
1.If you are willing to participate in the survey,
please select the region in which your organization

e

I
| ':::::
|

S|

NORTH COUNTRY

CENTRAL
NEW YORK

\
o |
1 B

SOUTHERN TIER \

MID-HUDSON

NEW .27

2

::?::(’ /.' = o it

NEXT >>

CAPITAL
REGION

LONG
ISLAND

operates from

t he

$t

zation

and

your organization operates in more than one region,
select the region in which your home office is

located. Please sel6dONE.
oNYC

o Long Island

o Central NY

0 Mid-Hudson

o Capital Region
0 Southern Tier
0 Mohawk Valley
o North Country
o Finger Lakes

0 Western NY

2. SelectONEresponse that best describes ygaup or organizatian

(0]

O OO0 O0OO0OO0OO0OOOOoOOo

Food Bank

Faith-Based Organization

Other NonProfit Organization
Local Coalition or Task Force
Municipal Office/Local Government

State or Federal Agency
Sovereign Tribal Nation

EnergyContractor/Installer

Academic Institution
Local Small Business
Electric or Gas Utility
Other:
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3. CheckALL responses that describe thestomers or clientgou work with:

4. How do clea energy services (e.g. home energy assistance, energy efficiency measures, energy
audits, clean energy technologies) fit into your missielease selecill that apply.

O O OO OO OO0 00O

¢
¢

0

OO0 O 0

Local small businesses
Non-profits
Singlefamily homeowners

Multi-family (4 units or less) property owners

Multi-family apartment building (5 units or more) property owners

Renters

Low-to-moderate income customers
Market rate customers

Senior (60+) customers

Disabled customers

Other:

Clean energy services: We connect homeowners directly.
Navigating home finances: Wseipport individuals and families in navigating home
finances (e.g., navigating loan default, fiishe home buyer programs) to help customers

reduce their bills.

Individual or family healthcare needs: We serve individual or family healthcare needs.
Properinsulation and home heating or weatherization can improve wellness at home.
Nutritional needs: We support individuals, families, and communities in meeting

nutritional needs. We help customers with clean energy services and assistance to help

reduce their energy bills and better meet their nutritional and wellness needs.

Environmental and/or climate justice: We focus on environmental and/or climate justice,

and helping customers meet their clean energy needs toward that goal.
Wellness and care services: We support customers with comprehensive wellness and care

services; cleanenegy ser vi
Other:

I don’t Kknow.

N/A

ces

ar e one

of

many

5. SelectONEresponse for each row that best describes your relationshipGtP contractor]:

Question

Never

Occasionall
y

Regularly

| coordinate witHCEEP contractor] to
support customers in getting the clean
energy assistance they need (e.qg., gran
other assistance programs, matching

funds).

| co-host events aimed at educating
people about clean energy options for

their home.

| provide space or a venue {@EEP
contractor] to reach out to customers,
share informational materials, and colle
customer contact information.
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Question Never Occasionall Regularly
y

My organization hands out NYSERDA
educational materials.

My organization refers customers to
NYSERDA services directly.

My organization refers customers to
[CEEP contractor].

Other:

6. What benefit has your organization received from this relationship? @éckHAT APPLY.
We have received additional customer/client referrals.

We have expanded the offerings we are able to provide to our customers/clients by being
able to refer them tfCEEP contractor] and clean energy programs.

We have received assistance in planning or hosting events.

We have shared educational materials for wider audience reach.

We have crosposted social media content to engage users online.

We do notexperience benefits from the relationship.

Other:

I don’t Kknow

N/A

O O000000 OO0

7. s the relationship witfCEEP contractor] working as well as it could in providing people with
access to home energy assistance or clean energy services? If noguldhe done better to
benefit your organization and ensure that customers receive the resources the@peed? [
ended response]

8. Are there barriers in the way of building the relationship or working MdEEEP contractor]?
Please identify possible barriers in the way of relationbhifding or serving clients/customers.
CheckALL THAT APPLY.

C My organization has limited grant/fundjmesources.
C land/or my colleagues have limited time and energy.
C My organization lacks sufficient information ab¢GEEP contractor].
C There is not enough overl ap between our org
C | have concerns about the quality of services pe@uleive with NYSERDA programs.
C | am not interested in building a relationship.
C No barriers exist, | have an exemplary relationship YGtaEP contractor].
G Other:
9. Do you refer customers f€EEP contractor]? SelecONE
0 Yes
o No
ol don’t know
o N/A

10. Which programs do you refer customers to? Sélett THAT APPLY.
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EmPower New York provides necost energy efficiency solutions to incomlkgible New

Yorkers. Whether you own your home or rent, a contractor will be assigned to yoads ifiss

your home would benefit from energy upgrades such as: energy improvements, tips on energy
saving, installation of higlefficiency lighting, insulation, replacement of old refrigerators and
freezers, watesaving devices, or a monthly electric biledit up to $15 from community solar.

The Home Energy Assistance Program (HEAPhelps lowincome people pay the cost of

heating their homes. If you are eligible, you may receive one regular HEAP benefit per season
and could also be eligible for an emergeREAP benefit if you are in danger of running out of
fuel or having your utility service shut off. HEAP may be able to help you if you heat your home
with: electricity, natural gas, oil, coal, propane, wood/wood pellets, kerosene, corn.

The Assisted HomePerformance with ENERGY STAR® program helps incomeeligible
homeowners across the NY lower their energy bills and live more comfortably. It provides those
who qualify with a discount covering 50% of the cost of energy efficiency improvements up to
$5,000 for singldamily homes (up to $10,000 for eligible mefiimily homes). An energy
assessment provides customers with aoapottom look at energy losses and inefficiencies in

the home.

Clean Heating and Cooling Communitiess aimed at getting gups of homes and businesses

in NY to install clean heating and cooling (CH&C) technologies like heat pumps, solar, and
biomass. CH&C technologies can lower energy bills and reduce greenhouse gas emissions while
making living/working spaces more comfortabl@BH&C Campaigns help homes and businesses
install these technologies through locally organized community outreach.

Solar for All - Solar for All is a utility bill assistance program that helps incatigible New

Yorkers save up to $180 annually. NY isfling solar farms to benefit residents, providing the
benefits of clean energy while lowering energy costs. You may be eligible if you: rent or own
your home; are a veteran receiving disability benefits; are on a fixed income; earn a minimum
wage; or yolparticipate in assistance programs.

Other:

None; | do not refer customers to NYSERDA programs.
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Appendix E. Customer Survey Materials
x DRAFT OUTREACH EMAIL FOR CUSTOMER PHONE SURVEY
Subject: NYSERDA seeks your feedback about cleaargy solutions programs

Hello,

The New York State Energy Research and Development Authority (NYSERDA) is performing a research
study to learn about local collaborations and outreach for installing energy efficiency measures,
conducting home/building energy assessments, and implemetttieigenergy solutions in your home or
business.

You have been invited to participate in a brief (15 minutes, 15 questions) phone survey aimed at helping
NYSERDA learn about what they can do to improve participation in their energy programs, improve the
overall customer experience, and bolster support available for customers.

Please let us know what date/time in the next week would be best for you, or let us know if there is
someone else in your family or at your organization who would be willing tixiparte, instead.

Regards,

RMS Analytics Team
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x  NYSERDA CUSTOMER PHONE SURVEY INSTRUMENT

Notes for Phone Interviewer:

=

Q4 text is intended to be read if the respondent is not familiar with the program names.
1 [Indicates the need to have a logigiace for the correct CEEP contractor, based on the
participant response to @Iwhat is your county?]
1 Q2 is a major skijpogic question, many of the other questions depend on the participant
responses to this question. E.g., if the participant answerSEAd all questions, they skip right
to Q14 and the survey is only 3 questions total.
9 Attached is a worksheet with the list of 10 CEEP Contractors and their regions/counties along
with a map for reference. Please use this list to identify the afpg®ECEEP contractor from the
respondent’s COUNTY informati on, [REINTEXT¢in eat e t h
brackets in Q9 and Q15.
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BEGIN SURVEY

[Interviewer: Read the following] INTRODUCTION: This is (state name) with Research &

Marketing Strategies (RMS) and we are conducting a quick survey about your experience

with clean energy service programs. Wedd great
help us out today?

Thank you for your willingness to participat€he following survey is brief, and is estimated to
take no more than 15 minutes.

1. The New York State Energy Research and Development Authority (NYSERDA) is conducting
research to learn about individual peréeps$ related to installing energy efficiency measures,
receiving home performance assessments or energy audits, and receiving other clean energy
services. NYSERDA has identified you as someone who may have received clean energy services
or energy assistae from one of its many programs. The purpose of this survey is learn what
NYSERDA can do to improve existing clean energy services programs and bolster resources
available. The survey questions are aimed at understanding your experience with applying for
energy assistance and/or installing clean energy solutions in your home or small business. What
COUNTY do you live in%interviewer: record response and refer to list on page one to identify
t he r es pCaEPdCONTRAGIOR] [Programmer drop down with list of countieg

[Interviewer: read the following to the respondent]This is a twestep question. | will read a
series of statements to you, and you can tell me if it is your experience or not, true or false. For

exampl e | mi ght sayan “LTBEDuel iogrh tF ablusleb:” .1 1bfo uygohut
would |ike you to tell me where the statement
apartment " . Pl ease indicate whether you have ¢

assistance in any of the folling ways (select all that apply for each row):

Statement 1=FALSE | 2=TRUE: In my 3=TRUE: In 4=TRUE: In 5=TRUE: In my small
single-family my apartment. my multi - business or norprofit.
home. family building.

2. | had energy
efficiency
measures (e.g.,
insulation, LED
light bulbs,
ENERGY STAR
appliances)
installed.

3. lreceived an
energy audit or
assessment.

4. |received a grant
or loan assistance
for energy
efficiency
measures (e.g.,
insulation, LED
light bulbs,
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Statement 1=FALSE | 2=TRUE: In my 3=TRUE: In 4=TRUE: In 5=TRUE: In my small
single-family my apartment. my multi- business or norprofit.

home. family building.

ENERGY STAR
appliances).

5. I received a grant
or loan assistance
for clean energy
installations (e.g.,
heat pump,
rooftop solar).

6. | applied for clean
energy services of
energy assistance

7. | added my name
to a contact list a
a community
fair,f ar mer
market, or other
similar event.

8. [Q2=1 and Q3=1 and Q4=1 and Q5=1 and Q6=1 and Q7=Ate you familiar with

NYSERDA's energy assistance programs such

Performance with ENERGY STARClean Heating and Cooling Communities, Residential

Energy Audit Program, or Solar for All, Green Jobs Green New York Energy Study Program,

Multifamily Performance Program, etdlfterviewer: read options and record response]
a. Yes[Go to Q9]
b. No[Go to Q35]
c. I don’'[GotokQ3% w

9. [(Q2=2,3, 4 or5) or (Q3=2,3,4, or 5) or (Q4=2, 3,4, or 5) or (Q5=2,3,4, or 5) or (Q6=2,3,4, or
5) or Q7=2,3,4, or 5)] am going to read a list of NYSERDA programs. Please indicate which
of the NYSERDA programs have workedthvwyou on clean energy projects in your home, small
business, or neprofit. If you do not recognize the name of the program or are not sure, | can

read brief program descriptions to you and you can select from one of those. If you have

participated in me than one program, please identify the program from which you received the

most work to your home or businefisterviewer: record participant response; if the
participant needs additional information, please read from the list of options below.]
SELECT ALL THAT APPLY.

EmPower New York provides necost energy efficiency solutions to incomigible New

as

Yorkers. Whether you own your home or rent, a contractor will be assigned to you to assess if

your home would benefit from energy upgrades suchrargy improvements, tips on
energy saving, installation of higdfficiency lighting, insulation, replacement of old
refrigerators and freezers, wataving devices, or a monthly electric bill credit up to $15
from community solar.

The Assisted Home Perfomance with ENERGY STAR® program helps incomeeligible

homeowners across the NY lower their energy bills and live more comfortably. It provides

those who qualify with a discount covering 50% of the cost of energy efficiency
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improvements up to $5,000 fongjefamily homes (up to $10,000 for eligible meféimily
homes). An energy assessment provides customers withte:tb@ptom look at energy losses
and inefficiencies in the home.

Residential Energy Audit Program- A no cost home energy audit conductgd b

participating residential auditors. The audit provides you with dddmttom look at where
your home is wasting energy. You will learn the root cause of any drafts, inconsistent
temperatures, excessive energy usage, heating and cooling system failatiesr problems
you may be experiencing.

Clean Heating and Cooling Communitieds aimed at getting groups of homes and
businesses in NY to install clean heating and cooling (CH&C) technologies like heat pumps,
solar, and biomass. CH&C technologies amer energy bills and reduce greenhouse gas
emissions while making living/working spaces more comfortable. CH&C Campaigns help
homes and businesses install these technologies through locally organized community
outreach.

Solar for All - Solar for All isa utility bill assistance program that helps incestigible

New Yorkers save up to $180 annually. NY is funding solar farms to benefit residents,
providing the benefits of clean energy while lowering energy costs. You may be eligible if
you: rent or own gur home; are a veteran receiving disability benefits; are on a fixed
income; earn a minimum wage; or you participate in assistance programs.

Green Jobs Green New York Energy Study Program- Energy studiegentify and

analyze opportunities to make builggxmore efficient, lowering associated energy costs.
Small businesses with 100 or fewer employees anepnafits of any size are eligible for this
offering. Program includes utility bill analysis, evaluation of possible energy efficiency
upgrades, and anergy study report that outlines potential energy and cost savings
opportunities.

Multifamily Performance Program provides incentives from $7688,500 per unit for
affordable multifamily property owners and managers to make improvements to help lower
yourbui |l ding’s ongoi ng o mealfiadtMultifagnilyBoildings. A NYSE
Solutions Provider assesses the property and creates a customized plan toward achieving
energy savings.

Community Energy Engagement Programprovides support for residents andgsimesses to
help them reduce their energy consumption and energy costs and make informed energy
decisions. Community Energy Advisors can connect you to resources and networks that
provide costsaving opportunities in your communities.

Other: [l nterviewer : only record fothe
a name or description of the program]

None; | have not worked with any of these NYSERDA progrdinterviewer: this should

be a mutually exclusive response]

10. [((Q2=2,3, 4 or 5) or (Q3=2,3,4or 5) or (Q4=2, 3,4, or 5) or (Q5=2,3,4, or 5)\Vas this your
first time participating in a home energy audit, energy efficiency measures, or clean energy
project? [nterviewer: read options and record response]

a. Yes

b. No

c. | don’t know
d. N/A does not apply
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11.[(Q9=1,2,3,4,5,6,7,8, or 9)f you have participated in one or more of the listed NYSERDA
programs, did you complete the projedtitd¢rviewer: read options and record response]

a. Yes

b. No

c. | don’t know
d. N/A does not apply

12.[Q11=2] If you did NOT complete the project, please briefly describenttaénreasonopen-
ended response]

13.[((Q4=2,3,4, or 5) or (Q5=2,3,4, or 5))Future grant or loan amounts are typically based on
accurate information about past funding usage. What was the amount arihergoan
received? Interviewer: record numerical response only]

14.[((Q4=2,3,4, or 5) or (Q5=2,3,4, or 5))Pid an organization assist you in completing the
application for the clean energy solution loan or gr&at?example[CEEP Contractoris an
organization in your area that has Community Energy Advisors to support applicants in
navigating NYSERDA clean energy grant applications.

o Yes: Interviewer: follow up, Q15]
o No
ol don’t know
15.[Q14 = YES only] Which organization? [open-ended response]

16. [((Q2=2,3,4, or 5) or (Q3=2,3,4, or 5))Pid an organization assist you in completing a clean
energy project in your home or business? For example, a contractor from ABC Insulation
Company.

o Yes: Inferviewer: If yes, follow up Q17]
o No
ol don’t know
17.[Q16 = YES only] Which organization? [open-ended response]

Customer satisfaction is important to NYSERDA. As in the ratit question we did earlier, |
will read a series adtatements about customer satisfaction. Please indicate your level of
agreement with the statements. Response options are as follows: Does not apply, strongly
disagree, somewhat disagree, neither agree nor disagree, somewhat agree, strongly agree.
[Intervi ewer: read options and record responses]
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Statement

Does
not

Apply

2=Strongly
Disagree

3=Somewhat
disagree

4=Neither
Agree nor
Disagree

5=Somewhat
Agree

6=Strongly
Agree

18.

| am satisfied
with the
application
process. It
was
relatively
simple to
complete

19.

| am satisfied
with the
contractor or
energy
auditor. They
were
professional
and
understood
my needs.

20.

The project
was timely
and efficient.
| did not
have to wait
long to have
work
completed in
my home or
business.

21.

I am
satisfied
with the
quality of
work done
in my home
or business.

22.

| am satisfied
with the
assistance |
received with
the
application(s)
and/or
completion
of a clean
energy

project(s).
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Statement = 2=Strongly| 3=Somewhat 4=Neither 5=Somewhat 6=Strongly
Does | Disagree | disagree Agree nor Agree Agree
not Disagree

Apply

23. | am satisfied
with the
NYSERDA
program
from which |
received my
energy
solutions or
energy
assistance.

24. | would refer
family or
friends to the
NYSERDA
program
(from which
| received my
energy
solutions or
assistance) if
they needed
energy
efficiency
measures or
clean energy
services.

Whatabout your experience could be improved? Again, | will read a series of statements about
customer experience. Please indicate your level of agreement with the statements. Response
options are as follows: Does not apply, strongly disagree, somewhat djsaiteer agree nor
disagree, somewhat agree, strongly agitegrviewer: read options and record responses]

Statement 1= 2= 3= 4= 5= 6=
Does | Strongly | Somewhat| Neither Somewhat] Strongly
not Disagree| disagree | Agree Agree Agree
Apply nor

Disagree

25. A more streamlined application
process.

26. A contractor or energy auditor wh
better understands my needs.

27. Knowing about NYSERDA
programs sooner.

28. Program qualifications or
eligibility could have been better
communicated to me.

29. A reduced wait time between
application and project
completion.

30. Better or higher quality work.
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Statement 1= 2= 3= 4= 5= 6=

Does | Strongly | Somewhat Neither Somewhat| Strongly
not Disagree| disagree | Agree Agree Agree
Apply nor

Disagree

31. Assistance that covers the full
project.

32. More information about what to
expect throughout the applicatio
and work on my home or
business.

33. Other: [Interviewer:

respondent must have a
modi fier for i
this option]

34. How do these NYSERDA programs compare to other assistance programs you may have
participated in?lhterviewer: read options andrecord responses]

a. Better; these programs are an improvement over other assistance programs | have
participated in.

b. Neither better nor worse these programs are comparable to other assistance programs |
have participated in

c. Worse; these programs are rag good as other assistance programs | have participated
in

d. N/A; | have never participated in any kind of assistance program.

35. Are you considering home energy efficiency or clean energy services in the future?
[Interviewer: read options and record responss]

a. Yes
b. No
c. | don’t know

d. N/A does not apply

36. [Interviewer: Please refer to the participant response from Q1 and make sure to identify
the CEEP Contractor from the list before proceeding. Fill in red text with CEEP
Contractor name]. NYSERDA programs aradmiristered locally through home energy
contractors, local neprofits, and NYSERDAcontracted community outreach organizations.
The Community Energy Engagement Program provides support to help residents and businesses
reduce their energy consumption and epe@asts and make informed energy decisions.
Community Energy Advisors can connect you to resources and networks that prowiskevausgt
opportunities in your communitieB) your county, organization with a local Community Energy
Advisor is[CEEP Contractor] . Please indicate one optitimat bestlescribes your familiarity
with [CEEP Contractor]: [Interviewer: read options and record responses]
a. Unfamiliar: | amnot familiar with [CEEP Contractor].
b. Vaguely familiar: | have heard §€EEP Contractor] but | am not familiar with their
services or programs.
c. Received assistance or servid€¥EEP Contractor] helped me fill out an application or
receive NYSERDA program services.
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Received information on available resourd€&EP Contractor] provided me with
information materials so that | could find the resources | need.

Received referraf CEEP Contractor] was unable to provide direct assistancetbey
referred me to someone else who could help me find the resources | need.
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